





National Decsiiliar 23, 1963 
Petroleum 
i iianneidelas 


Oil-TBA men look ahead to good yeer for seliing in 1954 


A McGRAW-HILL PUBLICATION 
THIRTY-FIVE CENTS 





Merry Christmas and 


a Happy New Bear —~ 


erie’s factory, office and sales personnel 
unite in wishing you a Merry Christmas 
and a Happy New Year... A Prayer for 
Better Understanding among all Peoples, 
to the end that One Day the Whole 
World will enjoy the blessings that individ- 


ual Effort makes possible in our Country, 


ERIE METER SYSTEMS, ERIE, PA 
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Why we took a Jaguar to Detroit 


Records of speed and endurance races won show that under the flowing lines of 
the Jaguar automobile is an unusually fine engine . . . an engine we were more 
than ordinarily curious about. 

You see, we had heard reports that despite this engine’s high power output, 
its octane requirements were quite modest. And to our way of thinking, anything 
that might stimulate the building of more mechanical octanes into engines is a 
step in the right direction. 

So we brought a Jaguar engine to our Detroit Research Laboratories and put 
it through a series of tests. The reports were true. It did have a relatively low 
octane requirement. And we felt pretty sure our friends in the engineering de- 
partments of the automobile manufacturers would be interested in our findings. 


(Continued on next page) 
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Why we took a Jaguar to Detroit 
(Continued from preceding page) 


We took the Jaguar engine down, and exhibited the parts at special meetings 
for automotive people. Of course, American manufacturers producing cars in 
tremendous volume face entirely different problems from those of a maker of a 
limited-edition sports car. But judging from the interest and discussion, these 
meetings were a tremendous success. 


These Jaguar meetings are just an example of Ethyl’s work to make the most 
efficient use of every octane produced by the petroleum industry. We believe 
they illustrate an interesting point: because of its unique position in the oil 
industry, Ethyl is able to work for the industry and be of material assistance in 
the all-important job of fitting engines to fuels and fuels to engines. 

And in the last analysis, cooperation between the automotive and petroleum 
industries is the key to future progress in motor transportation. 


ETHYL CORPORATION 


NEW YORK 17, NEW YORK 


A radiation pyrometer—a special tem- 
perature measuring device—has been 
adapted by the Ethyl Research Labo- 
ratories . . . to aid in the study of engine 


George Washington won freedom for our 
country with only 17,000 soldiers. If all 
the people who have seen Ethyl’s dealer- 
education show ‘““The Product Sales 
Clinic’’ were gathered together, they 
would equal six Continental Armies! 





Ethyl-owned tank cars traveled more than 13 million miles 


last year to make certain that customers received “Ethyl” 
antiknock compound when and where they needed it! 








PETROLEUM 


PARANOX 
PARATONE 


Methy! Ethyl! Ketone 
Dewaxing Aid 

Ethyl Ether 
Isopropyl Ether 
Reference Fuels 


SURFACE COATING 


In the Petroleum Industry 


Where performance counts you can count on Enjay for... 





CHEMICAL 





PETROHOL 91 
PETROHOL 95 
PETROHOL 99 
Secondary Buty! Alcohol 
Secondary Butyl Acetate 
Isopropy! Acetate 
Acetone 

Methyl Ethy! Ketone 
Ethyl Ether 

Isopropyl! Ether 
Dicyclopentadiene 
Naphtheniec Acids 
Iso-Octy! Alcohol 

Decyl Alcohol 
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PETROHOL 91 
PETROHOL 95 
PETROHOL 99 
Iso-Octy] Alcohol 
yl Aleohol 
Tridecy!] Alcohol 
Dicyclopentadiene 
Isoprene 
Butadiene 
Ethy! Ether 
Isopropyl Ether 
Tripropylene 
Tetrapropylene 
Aromatic Tars 
Benzene 
Acetone 
Methyl Ethyl Ketone 


Uniform, High Quality 


e + E 


VISCOSITY INDEX IMPROVERS 


Refiners and marketers of leading motor oils see 
the trend toward new standards of motor oil per- 
formance. Top performance in High V.I. motor oils 
calls for careful selection of viscosity index im- 
provers. Ask your Enjay representative for the 
facts on why that selection leads to a choice of 
PARATONE. 


The Enjay Company has long been recognized as 
a leader in the development and marketing of high- 
quality products for the oil, surface coating and 
chemical industries. Backed by greatly expanded 
plant and distribution facilities, the Enjay Com- 
pany is supplying a constantly growing list of 
chemical products to many different industries. 


Be sure to call on Enjay for your chemical needs 


ENJAY COMPANY, INC. 


15 West Sist Street, New York 19, N.Y. 




















BEFORE YOU START laying bricks for your new plant, 


see General American about GATX cars 


to carry your bulk liquids 


For dependability, the 46,000 tank cars 
in the GATX fleet are designed, built and 
operated by General American 


GAtTxX/ GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South La Salle Street + Chicago 90, Illinois 
Offices in all principal cities 
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Behind Our Headlines 


There’s one member of the NPN 
staff who now knows from personal 
experience the value of the degree day 
system for automatic delivery of fuel 
oil. 

Seems that Clyde LaMotte, of our 
Washington bureau, was working away 
the other day on a story about a big 
fuel oil dealer in that area. A part of 
the story tells how the company stresses 
automatic delivery as a benefit to the 
home owner as well as to the fuel oil 
company. 

Clyde’s work was interrupted by a 
ringing of his telephone. It was his 
wife. The fuel oil tank at the LaMotte 
home was empty and the house was 
cold! 

No need to tell you, of course, that 
LaMotte has now signed up for auto- 
matic delivery. 

Incidentally, Clyde’s story is in the 
shop and slated for early publication 
in NPN. It’s a real meaty piece, the 
kind of an article that'll give you some- 
thing to think about. 


We're indebted to the North Caro- 
lina jobbers bulletin for this one: 

“Schultz Oil Co., Amoco jobbers in 
Madison, recently installed a sprinkler 
system on their truck loading rack. 
They got the idea from an item in the 
July 29 issue of NATIONAL PETROLEUM 
News. They used three %-inch fog 
nozzles which cost them $7 each. By 
using their own labor the entire instal- 
lation cost them $35... . Good way to 
lower insurance premiums, perhaps.” 


—Herbert A. Yocom 
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Make your pails 
please your customers 


Been: *e 


me ty us 3 > Bre a . - ‘ 
Ti-Sure | 
ONTAINER CLOSURES 
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ft easy to 
fill...protect...pour 


Tri-Sure* Container Closures prevent 
losses and build good will—because 
they protect your product, and make 
your containers easy to use and re-use. 
Tri-Sure Container Closures offer you Specify Tri-Sure Container Closures 
a line of Screw Caps, Nozzles, Spouts onevery order for shipping containers. 
and Assemblies that meet every re- They will help your selling—as well 
quirement for the efficient handling as your packaging. For details on the 
of containers. complete Tri-Sure line, write to us. 


Tri-Sure Container Closures comply with I. C. C. and C. R. C. specifications 
AMERICAN FLANGE & MANUFACTURING CO. INC. 


30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
Tri-Sure Products Limited, St. Catharines, Ontario, Can. 


*The Tri-Sure Trademark is a mark of relia- 
bility backed by over 30 years serving industry. 
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AHEAD OF THE NEWS 


Bulk Plant Revival—tThe system of by-passing oil bulk 
plants with direct truck deliveries from primary terminals 
appears due for a change in some areas. In Los Angeles, for 
example, the rapidly growing truck and car population has 
created such slow traffic conditions that “clipper” transports 
sometimes lose hours en route. This loss of time may wipe 
out the advantages of direct delivery. When the “clipper” 
system was established in the Los Angeles Basin, bulk plants 
were eliminated en masse. Now distribution experts are 
talking about establishing new bulk storage in outlying 
areas. They would be served by either transports or pipe 
lines. One oil distribution engineer expects such a transition 
within three to five years. 
7 


LPG Conversion Slowdown—The switching of truck 
and bus engines from gasoline and Diesel fuel to liquefied 
petroleum gas (to take advantage of lower fuel costs in some 
areas) appears to have lost popularity. Some fleet operators 
on the West Coast have found that much compression is 
lost in converting to LPG—thus cutting engine power. 
Also, the time loss in conversion has more than offset the 
savings from using cheaper butane. And truck payload has 
to be trimmed 75 Ib. to 250 Ib. to allow for the greater 
weight of the thick butane fuel tanks. However, engines 
originally designed for LPG consumption are said to make 
satisfactory power plants. 
* 


Station Expansion in West—A new station every three 
days. That’s roughly the target Tide Water Associated has 
set for its 1954 station expansion program in seven Western 
states and Hawaii. The company says it will add 100 sta- 
tions to keep up with an estimated 9.9% population in- 
crease and car registration gains in its territory next year. 
Associated will also upgrade present stations and bulk 
plants. 
e 


Private Brand Woes—Not all private brand station op- 
erators are happy in today’s “soft” gasoline market. Some 
operators in the Midwest (where retail gasoline prices have 
been steadier than in other areas) are protesting what they 
call “strait-jacket” market conditions, favorable to big-name 
brands. One private brander says the situation in his city 
(population 116,000) is “enough to make a radical out of 
anybody.” He threatens to “raise hell” with prices before 
he is “forced out of the retail gasoline business.” He be- 
lieves big oil companies are using large investments in new 
stations to eliminate small operators. He points out the 
majors have spent at least $1 million this year in expanding 
station operations in his-city. And he protests that his sup- 
plier refuses to sell him gasoline at a price low enough to 
let him participate in 1 million gal. of local consumer busi- 
ness (which he needs to offset his retail gallonage losses). 


Imports in Wartime—tThe U. S. Navy is strong enough 
to keep important sea lanes open should war come—thus 
allowing continued imports of oil from the Middle East. 
That’s the opinion of Navy Secretary Anderson, who con- 
cedes there would be “some” shipping losses. 
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Battery Plan Out-Dated—One of the major oil com- 
panies will omit battery dating plans from its TBA sales 
program next year. The company thinks such plans are 
helpful in encouraging dealers to lay in adequate stocks of 
batteries. But it believes this benefit is more than offset by 
the high rate of battery adjustments that result when bat- 
teries remain too long on station shelves. 

. 
Concrete LPG Storage—Plans are under way for testing 
the storage of liquefied petroleum gas in concrete contain- 
ers, cast in pipe form. Those favoring the plan say the con- 
crete substitute for high-pressure steel tankage will furnish 
a low-cost method for off-season storage of LPG close to 
the consumer. 

7 
Truck Capacity Ceiling—High-gallonage gasoline trucks 
have just about reached their payload limit, within present 
legal weight allowances. It’s unlikely there will be any 
spectacular new gains in truck capacity, such as occurred 
with the spread of big direct-delivery rigs after World War 
II. Turbo-jet truck engines weighing only 250 lb. might 
allow some payload increase. But that may be offset by the 
big load of fuel needed. Small capacity gains, however, 
may come from the use of lightweight metals (such as 
aluminum) for tanks and other truck parts. 

* 


Station Help Coming—The booklet designed to attract 
more young men to the service station business (approved 
this fall by the American Petroleum Institute’s Marketing 
Division) probably won't be available until next spring. It 
will take several months to get general approval of the final 
text and layout, and to print the booklet. 

— 


Jobber-to-Consignee Offer—Some Iowa jobbers report 
their supplying companies have recently offered to buy out 
their businesses, and then hire them as consignees. Two 
suppliers are known to have made this suggestion to a few 
of their distributors. But the Iowa Independent Oil Jobbers 
Assn. warns its members to think carefully before entering 
any such agreement. The association tells jobbers, “The 
history of the agent-consignee contract shows it to be a 
fickle and variable deal, pretty much dependent, commis- 
sion-wise, upon the whim of the supplying company and 
the condition of the labor market at the particular period 
when the contract is written. Once the change is made, it’s 
going to be pretty hard to turn around and re-establish 
yourself as an Independent jobber.” 


‘Bible’ for Truckers—National Tank Truck Carriers has 
started spade-work on one of its most ambitious projects— 
a manual on truck safety and operations. NTTC plans to 
make it a reference manual for the entire tank truck indus- 
try. Separate subcommittees have been named to develop 
material on: Drivers and general qualifications, maintenance 
and inspection of equipment, and regulations covering 
dangerous cargoes. 


For more Ahead of the News > 
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AHEAD OF THE NEWS 


Tire Theft Insurance—Serious consideration is being 
given a plan to offer station dealers a loss-and-pilferage 
insurance policy along with their orders for tire stocks. The 
oil company supplier would arrange with an insurance 
company to offer such a policy so dealers won’t hold back 
on placing large orders. The goal is to allay the dealer’s 
fears over losses he might suffer from theft or employe 
embezzlement during the time he is carrying a large tire 
inventory. 





Driver Seniority Headache—Some oil companies are 
running into a seniority problem in trying to put their best 
transport truck drivers on the toughest jobs. With the trend 
to larger semi-trailers and double bottoms, many choice 
driving jobs have opened up (some with higher pay). Be- 
cause such jobs call for top driving proficiency, the oil 
companies try to give them to their best drivers. But labor 
union rules require seniority to be observed in driver ad- 
vancements. So the oil companies are often powerless to 
bypass the less able drivers. 


Hotter Avgas Competition—Pace of the aviation gaso- 
line quality race is expected to quicken early next year. 
Starting on Jan. 1, one major refiner will put a 3-cc limit 
on the tetraethyl lead content of its avgas. With supplies 
now adequate on all grades of avgas, other refiners probably 
will follow suit. When the government-required minimum 
of 4.6 cc’s was removed last fall, refiners reduced TEL 
content to 4 cc’s. 
* 


Defense Oil Transportation—Petroleum Administra- 
tion for Defense plans a very detailed study of various 
proposals for supplying the East with oil in wartime. And 
the study probably will be expanded to a close look at the 
entire oil transportation picture. PAD believes oil produc- 
tion and refining capacity is adequate to meet the initial 
needs of an emergency (by rationing non-essential uses). 
But PAD does not think transportation facilities are suffi- 
cient—especially to the East- and West Coasts. Defense 
planners generally will put growing emphasis on this 
problem. 


NPN Staff 


Oil Burner Potential—The government's support of a 
multibillion dollar home-building program means that 
fuel oil marketers will have a crack at another 900,000 
potential home heating customers in 1954. This will be 
10% below building in 1953—but higher than had been 
estimated earlier. 


LPG Research Drive—tThe rapidly expanding liquefied 
petroleum gas industry will create a special bureau to col- 
lect statistics and market data. The LPG industry has grown 
so fast in recent years that a great need has developed for 
statistical information. The job will be done by a market 
research and statistical department that will operate as an 
arm of the Liquefied Petroleum Gas Assn. in Chicago. 


Gas from Coal—When the supply of natural gas dimin- 
ishes in the distant future, a high Btu gas produced from 
coal seems to be the “most logical substitute” for natural 
gas, according to American Gas Assn. An association study 
points out that any substitute gas must have a high heating 
value to replace natural gas, and that coal is the “only rea- 
sonable choice as a raw material,” because of the country’s 
extensive coal reserves. 


Pipe Line Puzzle—Future court proceedings may help 
clear the air as to the relationship between the United States 
Pipe Line Co. and the American Pipe Line Co. Both com- 
panies have proposed building a products pipe line from 
the Gulf Coast to the New York area. And Paul Ryan, of 
New York, has been a key figure in both projects. The 
United States Pipe Line proposal was attacked in court by 
barge operators. It has lost its tax write-off certificate and 
now appears dead. Although Mr. Ryan has discounted his 
role with this line, the barge operators are trying to have 
him examined in connection with it. The big question is 
whether the American Pipe Line Co. project will have the 
effect of by-passing the court suit against United States 
Pipe Line Co. 
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“This Schrader Gauge and Certified Air Service 
set me regular customers” 


Truck and 
bus convertible 
tire valves 





Standard 
replacement 
tire valves’ 


7750T Handy 
pencil-type 
tire gauge 





REG U S. PAT OFF. 





f owner of W 
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Ave., Memp! 


“I show my Schrader Gauge like I show the oil dipstick. One of 
the most valuable services a station can give is correct gauging of 
tire pressure, regular Certified Air Service with the best equip- 
ment—and that means Schrader! When customers know how 
much less tire trouble and how much extra tire mileage it means, 
Air Service pays off. They come in regularly for all your services.” 


Always protect your profit-building Certified Air Service ... 
and your customers’ tires ... use genuine Schrader Products. 
Order what you need from your supplier today! Replacement 
Valves? Gauges? Airline Equipment? Valve Caps and Cores? 
Schrader makes the best! 


A. SCHRADER’S SON 
Division of Scovill Manufacturing Company, Incorporated 
470 Vanderbilt Avenue, Brooklyn 38, N. Y. 


FIRST NAME IN TIRE VALVES 











FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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WASHINGTON 


ASPPA Making It Easier for the Jobber 


There is good news for oil marketers 
in the decision of the Armed Services 
Petroleum Purchasing Agency to make 
its qualification form for prospective 
bidders the simplest used by any gov- 
ernment procurement agency. 

The latest move has been to elimi- 
nate for most bidders the requirement 
that they furnish a current balance 
sheet and a profit and loss statement. 
This might still be required in isolated 
instances where ASPPA is uncertain of 
an applicant’s responsibility, but that 
is all. 

There is still red tape but it is chop- 
ped to a minimum, asking primarily 
for only three major facts: (1) net 
worth of a firm; (2) value of plant and 
facilities; and (3) total of the preceding 
year’s sales. There are a few additional 
related questions on location of facili- 
ties, etc. 


Probe of Cartels 


The Senate Interior Fuels (Malone) 
subcommittee will tear into European- 
style cartel arrangements before it’s 
through. Object will be to show that 
reciprocal trade agreements run into 
a brick wall when they meet a cartel 
arrangement in any particular country. 
Oil, so far, does not appear to be di- 
rectly in the subcommittee’s sights, but 
certain governmental restrictions in 
some European countries, combined 
with business methods not usual in 
U.S. oil circles, might come in for 
inspection. In France, for example, 
there have been complaints about 
restrictions on markets for U.S. lubri- 
cating oils. 


Dangerous Tax 


Representatives here of transporters 
and shippers are seriously concerned 
over the ultimate effect of a govern- 
ment ruling last week that for-hire 
haulers (trucks, barges, but not pipe 
lines) now must pay the transportation 
tax even on products hauled for their 
own use. A tank trucker, for example, 
is liable for the 3% levy on the allow- 
ance granted him for hauling the gaso- 
line needed to fuel his fleet. 

The extension of the tax to cover 
private hauls of for-hire carriers is bad 
enough for the transporters involved, 
but what really bothers people is the 
philosophy behind this. In other words, 
a private haul is just that, no matter 
who does the hauling. Is this change 
pointing the way for the possible tax- 
ing of all private hauls? Is there a pos- 
sibility, for instance, that an oil mar- 
keter will eventually be subjected to 


the tax on delivery of his own products 
to his own outlets? 

The Internal Revenue Service denies 
any such implication in this tax change. 
They claim they finally got around to 
doing this after discovering, after all 
these years, that the law provided no 
specific exemption for the private hauls 
of for-hire carriers. 

But there has been talk around the 
Treasury Department and Capitol Hill 
about the feasibility of making the 
transportation tax more “equitable” by 
extending it to private carriers. This 
recent IRS move may be a step in that 
direction. 


Which Way the Wind? 


The National Coal Assn. appears to 
be having trouble getting its signals 
straight. Last week here reporters were 
told by association officials that the 
coal industry does not fear natural gas 
competition because the gas people 
must first hurdle some big obstacles— 
such as inadequate transmission lines— 
to give coal much of a battle. How 
should one try to tie in that position 
with the coal industry’s continuous 
clamor for the government to prevent 
the use of gas for “inferior” purposes, 
such as boiler fuel? Sounds like some- 
body was whistling in the dark. 


Out of Their Line 


Administrations may come and go, 
but government boondoggling appar- 
ently goes on forever. 

For example, the newly established 
Small Business Administration was set 
up primarily for the purpose of mak- 
ing loans to small, independent firms 
having trouble with financing. The new 
agency has been working vigorously at 
this program, trying to do a good job. 

However, the agency has done what 
many another government agency has 
done before: It has been .o eager to 
make a place for itself it has under- 
taken projects which eem to be pretty 
far removed from its sphere. Recently, 
it got out a booklet on fire prevention 
that, among other things, contained 
the startling revelation that, merely be- 
cause a building is fireproof, it doesn’t 
mean that the contents of the building 
will not burn. 

It would seem plausible that the gov- 
ernment could leave fire prevention 
campaigns to the industry, to fire in- 
surance companies and to schools. 
This would permit SBA to get on with 
its chore of loaning money. Which is 
what Congress had in mind. 


By NPN Washington Staff 
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for THEIR sakes 


.-- learn how to protect 
yourself from death from 
cancer. They need you! 


And for your sake and 
theirs you must keep on re- 
membering that the best 
cancer “insurance” is: 


FIRST...to make a habit of 
periodic health check-ups no 
matter how well you may 
feel, always including a 
thorough examination of 
the skin, mouth, lungs and 
rectum and (for women) the 
breasts and generative tract. 


SECOND... to learn the seven 
danger signals that may 
mean cancer, and go straight 
to the doctor at the first sign 
of any one of them—(1) Any 
sore that does not heal 
(2) A lump or thickening, 
in the breast or elsewhere 
(3) Unusual bleeding or dis- 
charge (4) Any change ina 
wart or mole (5) Persistent 
indigestion or difficulty in 
swallowing (6) Persistent 
hoarseness or cough (7) 
Any change in normal bowel 
habits. 


For other life saving facts 
about cancer, phone the 
American Cancer Society 
office nearest you, or address 
your letter to “Cancer’’—in 
care of your local Post Office 


American 
Cancer 


Society 
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NPN PRICE AVERAGES* 
Refinery / Terminal 


(¢ per gal.) 
Dec. 18 Nov. 16 Dec. 15 
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1953 
Gasoline 12.15 
Kerosine 10.29 
Distillate 8.96 
Residual . 4.2 
4 principal 
products 9.19 


Lube Oil 17.39 
Crude at 


1953 1952 
12.37 11.34 
10.41 9.94 
9.08 8.53 
4.12 3.44 


9.30 8.48 
18.39 22.63 


$2.83 $2.56 


ibe 
‘RESIDUAL 
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(per bbl.) $2.83 


t * Weighted average price, princi- 
0 pal markets. 
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Week 
Ended 
Dec. 12 

1953 


152,509 
126,710 
33,865 
50,455 
280,528 














Week 
Ended 
Dec. 13 

1952 


129,582 
109,675 
29,635 
49,881 
268,053 


Week 
Ended 
Nov. 14 

1953 


144,954 
133,983 
36,779 
51,696 
283,815 


bm) WeeKty PETROLEUM STATISTICS API 


Primary Stocks 


Finished and unfinished gasoline (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 

Kerosine (thous. bbl.) 

Residual fuel oil (thous. bbl., 

Crude oil—B. of M., 1 week earlier (thous. bbl.) 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 6,915 6,715 6,951 
Foreign crude included (thous. bbl. daily) 597 528 630 
% of refinery capacity operated 87.2 90.6 89.4 


Refinery Output 
Gasoline (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 
Kerosine (thous. bbl.) 
Residual fuel oil (thous. bbl.) 


24,502 
10,377 
2,708 
8,100 


23,124 
10,509 
2,951 
8,978 


24,540 
10,044 
2,364 
8,258 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 6,131 6,477 6,127 
Crude oil imports (thous. bbl. daily) 549 712 775 


Previous Year 


Month Ago 
52,468 57,900 
10,805 12,283 
22.11 (Dec. 1) 21.79 20.06 
4,252 (Sept.) 4,419 4,050 
449 (Oct.) 449 392 
362 (Nov.) 533 404 
77 (Nov.) 89 113 
4,246 (Oct.) 4,574 
2,853 (Sept.) 2,874 
95 (Aug.) 85 


Latest 
Month 


54,889 (Sept.) 
11,191 (Sept.) 


mm) MONTHLY MARKET TRENDS 


Petroleum products in secondary storage (thous. bbl.) 
Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) 
Gasoline consumption (million gal.) 

Service station building permits (number) .. 
Passenger cars—factory shipments (thous.) 

Trucks and buses—factory shipments (thous.) 
Automotive replacement tire shipments (thous.) .... 
Replacement battery shipments (thous.) 

Oil burner shipments (thous.) 
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SUPPLY AND DEMAND 


Refinery Cutbacks—Reductions in 
refinery crude runs have not yet run 
their course. New cutbacks may be 
expected if the weather doesn’t stay 
cold. Standard of Indiana is shaving 
its refinery runs 3% this month 
(from the November level). Thus, 
the company’s product output will 
be considerably under what it had 
projected last summer for Decem- 
ber. Nationwide, refinery runs for 
the week ended Dec. 12 were 49,000 
b/d below those in the previous 
week—making a total drop of 
168,000 b/d in two weeks. 

Stocks Decline—Withdrawals of dis- 
tillate fuel oil and kerosene in the 
week ended Dec. 12 ate up about 
4,253,000 bbl. of primary stocks. 
Residual fuel oil inventories were 
also off, by about 618,000 bbl. But 
gasoline stocks gained about 2.4 
million bbl. 


Gasoline Demand Gain—Reports 
on gasoline consumption in October 
show healthy increases over 1952 
for many states. Biggest gains were Oil SALES 
in states with relatively small vol- ’ ’ ’ . 
ume (South Dakota, up 10.5%; 50 31 52 53 
New Hampshire, up 6.9%). But 
Texas, with an October volume of 
362 million gal., was 6.4% under 
its gallonage for October, 1952. 
Illinois, with an October volume of 
229 million gal., showed only an 
0.7% rise. Most states reporting so 
far had increases in October. 


Avgas Growth—tThe attention re- 
finers have given aviation gasoline 


supply this year shows up in output OIL SA LES 


figures for the first nine months of 


1953. Refinery output of avgas "54 55 56 "SF "58 "59 


reached 67 million bbl.—a jump of 
almost 17% over the 58 million Canfield Premium HDM Motor Oil assures 
bbl. produced by the end of Sep- e®* repeat sales...is the finest motor oil avail- 


eee Eee yar. able today regardless of competitive 
Imports Rate Dips—October was 


the first month this year in which name, price or claim because... 
total oil imports fell below the 1. Solvent Refining of SELECTED paroffine base crudes provides 
imports rate in 1952. October’s a cleaner, tougher oil. 


monthly average of 973,000 b/d 2. The addition of carefully controlled quantities of modern addi- 
was well under the October, 1952, tives prevents oxidation and corrosive acid action. 


average of 1,107,000 b/d. This con- 3. Highest quality detergents keep motors clean, assure uninter- 


tinued a trend, highlighted by the rupted action of piston rings, hydraulic valve lifters . . . keeps tight 
fact imports in the first half of 1953 clearances open. 


were 15% over 1952—but only 5% : . , , , 

higher in the July-October period. 4. Canfield Premium HDM Meter Of provides complete engine 
: protection in Service MM, MS & DG. 

However, total imports reported for 


December show sizable gains over Available under our brand or yours in bulk, drums or Refinery 
October, chiefiy because of increases Sealed cans. . 


8 Dov Sow of residual to this Write, wire or phone today for the very interesting details. 





Cal) 


Exports Drop Too—U.S. exports of 
eee CANFIELD OIL COMPANY 
oe b/d under October, General Offices: Cleveland 27, Ohio 
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The long, 


HERE was a time in America’s 

tobacco country when the sight 
of this solitary figure guarding the 
fires in the kilns could be seen from 
dawn to dusk and dusk to dawn. 


The curing of the crop depended 
on this man’s vigilance, for a change 
in temperature could impair the 
quality of the tobacco or, perhaps, 
ruin it altogether. He also had to 
guard against the danger of fire from 
a falling leaf by cooling the flues 
when they became dangerously hot. 


Today, this long, lonely vigil is 
forever over. Look about you now 
in the land of the burley and the 


GULF OIL CORPORATION - 


lonely vigil is forever over 


bright leaf, and you will find 
thousands upon thousands of fuel 
oil tanks, all bearing testimony to 
the penetration of petroleum into 
still another industry. 


One result of the installation of the 
oil burner curing process is that con- 
stant guarding of the curing barns 
and burners is no longer necessary. 
It is a safe practice these days to 
check the temperatures only once 
every four hours. 


As a consequence, one man can 
now supervise a great number of 
burners, man-hours have been re- 
duced as much as 75%, and quality 


GULF REFINING COMPANY - 


control has been improved. 


Here, then, is another example of 
how a product of petroleum has 
helped an entire industry to make 
important progress. One such prod- 
uct—Gulf Solar Heat Fuel Oil—is 
used today by nearly a million busi- 
nesses and homes. 


GENERAL OFFICES, PITTSBURGH, PA. 
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National Petroleum News 


10% Increase—That’s TBA Outlook for ‘54 


Oil company TBA men look for TBA sales to go up about 10% 


in 1954, 


They pin their hopes on a number of factors which they think 
will go a long way toward boosting TBA volume. 


New station building programs, more attention to TBA from 
sales departments, and shifts in marketing policy all are expected to 
have their effect on the TBA cash register. 


An expected gain in gasoline gallon- 
age during 1954 will normally pull up 
TBA sales, but will account for less 
than half of the anticipated TBA in- 
crease. 

The 10% hike is not a statistical 
average. Rather it is a conclusion 
drawn from individual estimates made 
by 18 TBA managers who were inter- 
viewed at the Oil Industry TBA Group 
convention Dec. 7-8 in St. Louis. 

Improved marketing facilities—new 
products pipe lines, terminals, and 
service stations—were mentioned by 
many TBA executives as reasons why 
their companies look for a gallonage 
increase greater than the 4% predicted 
for the entire industry. And the effect 
of: new stations is expected to bring 
about an even greater rise in TBA 
sales. 

Marketers reason that stations built 
today have better facilities for the dis- 
play, servicing and sales of TBA mer- 
chandise. Consequently each new sta- 
tion is expected to produce not only 
more gallons, but a higher ratio of 
TBA sales to gasoline, than the aver- 
age for existing outlets. 

Aside from the impact of new sta- 
tions, the large majority of TBA exec- 
utives expect TBA volume to outpace 
the industry-wide gallonage rise as a 
result of TBA merchandising efforts 
alone. 

For some companies this is the re- 
sult of past work done in helping 
dealers, consignees and jobbers do a 
better selling job. 

In addition some have made, or are 
about to make, certain policy changes 
designed to stimulate TBA sales. Out- 
standing examples are the decisions 
made by two oil company manage- 
ments to make a small start on direct 


financing of TBA installment sales for 
qualified dealers, and at the same time 
to coach and encourage dealers in this 
type of selling. 

Sales Campaigns—Reinforcing all 
of these reasons is the fact that every 
U. S. and Canadian oil company is 
committed to some form of aggressive 
TBA selling effort during 1954. The 
sales strategy for most of them is no 
more than a share in an enlarged and 
intensified sales program. In other 
cases new and more ambitious TBA 
promotion plans have been decided on. 

Whatever the nature of the TBA 
program, it can always have the effect 
of raising TBA volume faster than 
gasoline gallonage. Because no gasoline 
supplier is furnishing even half of the 
customer’s TBA needs, there is plenty 
of latitude for expansion, without get- 
ting a single new gasoline customer. 
Nor is the effort of one oil company 
to get a bigger piece of TBA business 
cancelled out by the efforts of other 
oil companies. The real competitors 
are other channels of TBA distribution. 

TBA and Promotion—How big a 
percentage increase an oil company 
can get in TBA depends partly on how 
high a sales level has already been at- 
tained. There are many companies 
where TBA promotion has never re- 
ceived the full treatment. TBA man- 
agers call attention to this fact in ex- 
plaining their forecasts for next year. 
TBA sales in the past have never been 
fully exploited, they say, so that it is 
reasonable to expect determined efforts 
will produce big gains. 

Some allowance for this has been 
riade in selecting a 10% increase as 
best representing the combined fore- 
casts. For example, some of the most 
optimistic predictions come from com- 
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panies where TBA effort has been 
decidedly weak. Conversely, only three 
men were pessimistic and in all cases 
they represent companies with his- 
tories of strong TBA promotion. So, 
they have high marks to shoot at 

How They See It—Opinion ranges 
from a low prediction of an 8% de- 
cline in TBA volume, to a high of a 
100% increase in tire sales, plus a 
25% advance in battery and accessory 
business. 

Those who foresee little gain say 
they are influenced by such factors as 
a dim view of general business con- 
ditions, lagging tire sales, introduction 
of the third-line tire by some rubber 
companies, a reported increase in tire 
recapping, longer tire life, or special 
conditions existing within their own 
companies. 

The extreme high predictions were 
attributed to recent policy changes al- 
ready in operation and expected to 
bear fruit next year, coupled with ex- 
tensive station building and other 
marketing expansion. In one typical 
case where a 35% over-all increase is 
expected, both these factors will be 
brought to bear in an organization 
where results will be measured against 
low TBA sales volume in the past. 

The Forecast Breakdown — Four 
TBA managers estimate a 10% in- 
crease in TBA sales next year. 

Four others are close to that figure 
One forecasts an 8-10% rise; another 
5-10%; a third 6-8%; and a fourth 
10-15%. 

In the middle group is one man 
who breaks down his forecast as: 
7-10% for tires; 15% for batteries 
and accessories. Another expects in- 
creases of 1-2% for accessories; 7.5% 
for tires; and 15% for batteries. 

Well above 10% are these: 

One company looks for a flat 15% 
increase in TBA. 

Two forecast a straight 20% rise. 

One predicts a 25% increase; one 
35%; and the high man expects a 
100% increase in tire business ac- 
companied by a 25% boost in bat- 
teries and accessories. 

Only four TBA men are well below 
10%. The best of these estimates a 
3-5% boost in accessories and a 5% 


13 





TBA 


rise in tires and batteries. Another 
thinks his tire and battery business 
might go as far as a 3-5% increase 
but says accessory volume will not 
rise more than 2%. A third man 
thinks next year will be no better 
than this year. The low man is fore- 
casting an 8% decline overall. 

By way of comparison, the only 
other estimating done at the TBA 
convention was by Richard C. King, 
assistant to Mel Marsh, Standard of 
Ohio TBA manager. He summarized 
opinions of TBA manufacturers, but 
noted that their forecasts are for sales 
they expect to make through all chan- 
nels, and not just oil company volume. 

For tires, Mr. King said that sup- 
pliers generally endorse the Rubber 
Manufacturers Assn. forecast of a 3% 
increase next year. 

For batteries, suppliers quote the 
4% increase for next year forecast by 
the Assn. of American Battery Manu- 
facturers, he said. 

Mr. King pooled the opinions of 
many manufacturers and came up with 
his own conclusion that accessory sales 
through all channels will go up 5% 
next year. 

He said that the statistical com- 
mittee will continue to urge oil com- 
pany managements to submit better 
data on TBA sales performance. An 
early start will be made in the year 
ahead towards assembling reports on a 
quarterly basis. 


(For more news and pictures of Oil- 
TBA convention in St. Louis, see TBA 
Section starting on p. 24.) 


PRICES 


Jobbers Called Victims 
Of Gasoline Price War 


The Pennsylvania Petroleum Assn. 
publication takes a dim view of the 
effect on jobbers of the Wilkes-Barre 
area gasoline price war. 

An editorial asserts the extent of 
the damage has yet to be evaluated, 
“but we venture to say not one affected 
jobber will recover quickly.” 

While suppliers had plenty of funds 
and received normal profits in other 
areas and dealers were subsidized, the 
editorial continues, the war ate into 
the jobbers’ resources. “About all the 
jobber has left is his position.” 

Little relief came from margin in- 
creases granted jobbers by some sup- 
pliers after gasoline prices went up, 
says the editorial. 

“We have yet to hear from those 
who were fortunate enough to get a 
margin increase that the changes were 
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adequate. Some did express satisfac- 
tion at the time, but we doubt that, 
when they lived with the change a 
while, they were too sure. 

“When operating costs even in a 
normal market are eating up the mar- 
gin between the cost and the resale 
price, how is the jobber expected to 
take with good grace having to put 
out more capital to handle higher 
priced inventories?” 

Hits Majors—To point up the plight 
of the jobber, the editorial stated: 

“In their mad race to build up gal- 
lonage, certain suppliers, flaunting ban- 
ners that proclaimed ‘We will not be 
undersold,’ pushed tank wagon prices 
from a normal of around 16.9¢ (ex 
tax) to a low of 3.7¢. Some say it was 
even lower. 

“The dealer got his subsidy, usually 
a substantial one under the circum- 
stances. The jobber was forced to 
share in giving that subsidy. One of 
the jobber victims said after prices 
started creeping up again, he was 
milked dry. 

“We tried to kid ourselves not too 
long ago that there was a perceptible 
improvement in relations between 
suppliers and jobbers,” the editorial 
concludes. “Now we are inclined to 
think they are worse.” 


Retailers Charge Suppliers 
With Price Discrimination 


Retailers’ groups, including the Na- 
tional Congress of Petroleum Retailers, 
charged last week that the Supreme 
Court decision in the Indiana Stand- 
ard-“Detroit Case” is being used by 
suppliers as an “excuse” for unfair 
pricing practices. 

Situation may even build to the 
point, they warned, of a wave of unfair 
price discriminations equalling—per- 
haps even exceeding—“the disastrous 
practices of pre-1936” that prompted 
the enactment in that year of the Rob- 
inson-Patman Act. 

The charge and the warning were 
sounded by the retailer organizations, 
all national in character, in a report 
urging U.S. Attorney General Brown- 
ell’s special committee studying the 
antitrust laws to “exert your greatest 
efforts” to preserve and strengthen the 
effectiveness of the Robinson-Patman 
Act. 

Those who would write the “Detroit 
Case” ruling into law, said the retail- 
ers, would “legalize discriminations” 
in price “even though such discrimina- 
tions destroyed the competitive posi- 
tion of the multitude of competitors 
who were not recipients of the dis- 
criminations.” 


Frank W. Abrams 


Jersey's Abrams Retires; 


Holman Is New Chairman 


The retirement of Frank W. Abrams 
on Jan. 1 as chairman of the board of 
Standard Oil Co. of New Jersey is set- 
ting off a chain reaction immediately 
affecting five members of top manage- 
ment of the world’s largest petroleum 
organization. 

As of the turn of the year, Mr. 
Abrams will be succeeded by Eugene 
Holman as board chairman. Mr. Hol- 
man has been president of Jersey 
Standard since June 12, 1944. He 
will continue as chief executive officer 
and chairman of the executive com- 
mittee. 

M. J. Rathbone has been elected as 
the new president. He was also named 
vice-chairman of the executive com- 
mittee. 

The top level changes include the 
election of Chester Smith, a vice presi- 
dent and director, to the executive 
committee. Lloyd W. Elliott, a di- 
rector, has been appointed a vice presi- 
dent. He succeeds Orville Harden, 
vice president and director, who will 
retire after 43 years of service. 

Mr. Abrams is retiring after 42 
years with Jersey Standard and its 
affiliates. He joined the company as 
a draftsman at the Eagle Works in 
Jersey City, N.J., following his gradua- 
tion from Syracuse University in 1912. 

Mr. Abrams was elected to Esso 
Standard’s board in 1927 and six years 
later became president. In 1933 he 
became a member of the parent com- 
pany’s board and in 1946 was named 
chairman. 
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GOVERNMENT 


ASPPA Contracts—Jobbers Can Get Them 


In the fiscal year which ended last June 30, the Armed Services 
Petroleum Purchasing Agency bought more than $1 billion worth of 
petroleum supplies to fill the needs of the Army, Navy, Air Force and 


Marines. 


Oil firms falling in the “small business” category received 589 
of the contracts awarded, amounting to some $180 million. 


The rate of purchasing for the current fiscal year is running 
just about the same with almost $450 million awarded in contracts 
for the five months, July through November. 


ASPPA figured that 15% of that 
business was “susceptible” to contracts 
with smaller petroleum suppliers and 
76% of that amount actually was 
awarded to the smaller concerns. They 
pocketed more than $51 million in 
checks from the military. 

If you, as an independent petroleum 
marketer or refiner, would like a slice 
of this government business, ASPPA 
would like to hear from you. Basically, 
there are just two things involved in 
securing a military petroleum contract: 
(1) the ability to deliver the supplies, 
and (2) submitting the lowest bid. 

Just recently, under the auspices of 
the Senate Small Business Committee, 
ASPPA officials met with representa- 
tives of the National Oil Jobbers Coun- 
cil and the National Oil Marketers 
Assn. to discuss ways and means of 
securing more small business participa- 
tion in ASPPA’s buying program. 

This program still is being worked 
out. Perhaps the most important im- 
mediate result is the effort to get 
across to the smaller petroleum con- 
cerns a Clearer picture of how ASPPA 
functions and how to secure a contract. 

A tremendous amount of the petro- 
leum supplies bought by ASPPA is 
intended for overseas use and must be 
contracted for in multi-million barrel 
or gallon lots. Obviously, it is beyond 
the scope of operations of the ordinary 
oil jobber to fill a contract of this size. 
There are some petroleum supplies, 
particularly aviation gasoline, which 
require specialized facilities to pro- 
duce. Again, ASPPA relies mainly on 
the larger suppliers to fill these needs. 

There is nothing to keep the small 
independent from bidding on even 
these supplies, of course, if he figures 
he is “willing and able” but few of 
these solicitations are bid on by the 
smaller concerns. 

Jobber’s Opportunity — Generally 
speaking, his best chance for a con- 
tract lies in supplying the petroleum 
needs of a military installation within 
his indicated distribution area. 


Millions of dollars worth of petro- 
leum products are bought each year 
for these bases, including greases, oils, 
packaged products, aviation fuels, 
shore and marine fuels and bulk fuels. 

If an oil jobber wants a military 
contract, these possibilities should be 
his target. 

But he should have some under- 
standing of ASPPA and how it works. 

The agency is the sole contracting 
office for the petroleum requirements 
of all the services. It is a joint-service 
organization, with military personnel 
drawn from all the branches, plus 
civilian employes. 

It was formed “to achieve optimum 
effectiveness and economy in all as- 
pects of the purchase and distribution 
of petroleum and related items for the 
Armed Services and to provide infor- 
mation and data thereon to interested 
defense agencies.” 

Although under supervision and 
control of the Secretary of the Navy, 
ASPPA is, for all practical purposes, 
an independent service agency. 

Its director, Col. Douglas R. Brown, 
USAF, reports, through a directorate 
of the three military supply chiefs, to 
Navy Secretary Robert Anderson and 
he reports to Defense Secretary Charles 
E. Wilson. 

Four Divisions—The agency is di- 
vided into four main parts: Distribu- 
tion Division, Purchase Division, Ad- 
ministrative Division and Programs 
Division. 

Important to the jobber is the fact 
that ASPPA has a small business spe- 
cialist—Lt. Earl M. Pittman, SC, 
USNR—who is responsible only to 
Col. Brown. 

It is Lt. Pittman’s job to make sure 
that the agency is giving small firms 
a fair share of the military contracis 
and, just as important, to make sure 
the small businessman gets all the help 
he needs in making his bid. 

The services consolidate and for- 
ward to ASPPA their petroleum needs, 
based upon their assigned missions and 
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the budgetary factor. The agency then 
sees that the needs are met by con- 
tracting with the suppliers and insuring 
delivery at the points specified on the 
dates the products are needed. 

ASPPA is not a fiscal agency—it 
does not pay for the petroleum prod- 
ucts. The checks are written by the 
service receiving them. 

How to Proceed—That’s the general 
picture. Here’s what happens when a 
jobber decides he would like to bid for 
some of ASPPA’s business: 

He should write to the Armed Serv- 
ices Petroleum Purchasing Agency, 
Washington 25, D. C. This is an im- 
portant point. Often a marketer wish- 
ing to supply an installation near him 
contacts the particular service involved. 
At best, his request to bid will be de- 
layed while it is relayed to ASPPA. 
And it could result in the applicant’s 
losing out entirely on that particular 
bidding. 

The jobber will receive from ASPPA 
a form letter, AD 40-3689. With it 
will be an application to be placed on 
the agency’s mailing list, Form DD 
558, and a supplement, ASPPA Form 
AD 40-11. He is requested to furnish 
certain information on the forms and 
return them to ASPPA—his name, 
type of facilities, capacity, etc. 

What ASPPA Wants—Insofar as his 
status is concerned, there are three 
main questions: (1) The net worth of 
his firm, (2) His total annual sales for 
the preceding year, and (3) the value 
of his plant and facilities or the value 
of his capital equipment. 

(In case someone else thinks a job- 
ber is a good prospective bidder and 
sends his name to ASPPA, he gets a 
slightly different covering letter invit- 
ing him to participate in bidding but 
the information requested is the same.) 

As “nosy” as this procedure may 
sound, the independent marketer or 
refiner is “getting off easy” on the red 
tape routine. The information re- 
quested by ASPPA is merely a start- 
ing point for the checks made by other 
government procurement agencies. 
Many of them make inquiries at the 
applicant’s bank, contact his suppliers, 
and make other probes until it some- 
times resembles a full field investiga- 
tion by the FBI. 

This does not mean that ASPPA is 
loose in its procedures. The agency has 
functioned long enough to forego any 
harassment and deal strictly with the 
essentials. It can make an adequate 
evaluation of the prospective bidder 
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from the answers it requires. 

It's the Law — The agency is re- 
quired by law to establish the status 
and responsibility of the applicant. The 
Public Contracts Act prescribes this 
definition of a regular petroleum 
dealer: 

“A regular dealer in petroleum may 
be a person who owns, operates or 
maintains petroleum distribution equip- 
ment and a store, warehouse or other 
place of business in which petroleum 
products of the general character de- 
scribed by the specifications and re- 
quired under the contract are bought 
for the account of such person and 
sold to the public in the usual course 
of business, and whose principal busi- 
ness is such purchase and sale of such 
petroleum products.” 

The idea is to make certain the 
agency is dealing with legitimate 
petroleum suppliers—not irresponsible 
operators whose business is not nor- 
mally oil. 

Why They Ask—There is another 
good reason for having the basic infor- 
mation: ASPPA wants to be reasonably 
sure that a bidder does not over-extend 
himself. ASPPA is interested only is 
securing adequate petroleum supplies 
for the various services at the right 
time in the right place. The marketer 
who goes broke living up to a govern- 
ment contract which he signed with 
more enthusiasm than business sense 
is a poor source of supply in the future. 

In his application, the jobber is 
asked to designate which products he 
can supply in bulk and/or package and 
the areas in which he can make 
deliveries. 

A map designating the ASPPA re- 
gional purchasing areas accompanies 
the application forms. Region 1 is 
New England and the Middle Atlantic 
States; Region 2, the Southern States; 
Regions 3-4-5, the Midwest and South- 
west; and Region 6, the Far West. 

Once a jobber “qualifies” by fur- 
nishing this information, he is placed 
on the bidders’ list, a card is punched 
for him and put into the complex 
ASPPA filing system. He will then re- 
ceive solicitations on the products he 
has indicated he can handle in the 
region where he operates. 

Two Types of Bids—ASPPA con- 
tracts for supplies in two ways: (1) by 
advertised bids and (2) by negotiated 
bids. In addition, ASPPA makes “spot” 
purchases in order to cover needs not 
met entirely by initial bidding or to 
make up shortages which crop up by 
unforeseen military missons, transfer 
of units, etc. 

At the present time, all products 
with the exception of aviation gasoline 
and jet fuels are purchased through 
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advertised bids. Generally, this means 
that all interested bidders are notified 
by Information for Bids forms cover- 
ing the products needed, the specifica- 
tions, point of delivery, etc. They are 
told when the bids will be opened and, 
if they wish, they may witness the 
opening. The firm submitting the low- 
est price receives the award. But the 
“lowest price” might well be deter- 
mined when bidding is close by the 
“qualifications” certain bidders might 
make. For instance, one might set a 
certain price but might specify, in ad- 
dition, that the price should fluctuate, 
either up or down or both, in relation 
to Platt’s, or any acceptable published 
price, on a certain product. All of 
these “qualifications” must be con- 
sidered by ASPPA but they are more 
common on the huge bulk purchases 
for overseas shipment than on the pur- 
chases for domestic installations. 

The successful bidder is notified, a 
notice is posted in ASPPA’s bid room 
and the purchasing officer at each mili- 
tary installation is informed by means 
of the agency’s Contract Bulletin which 
lists the contract number, supplier, etc. 

The supplier signs a contract which 
states the method and time of delivery, 
price and other essential details, in- 
cluding the way payment will be made. 
From this point on, the transaction 
largely is between the jobber and the 
post purchasing officer, Usually, the 
jobber will get his check within 30 
days after delivery and oftentimes 
more quickly. 

By and large, ASPPA steps out of 
the picture at this point but it does 
have a very real concern in seeing that 
Joe does not default on his contract 
and tries to make sure that there are 
no fumbles by the receiving service. 

Negotiated Bids—The negotiated bid 
route proceeds along the same general 
lines at first. Prospective suppliers re- 
ceive a Request for Proposal form. 
They submit their bids in the same 
fashion. But, from then on, ASPPA 
takes the best bids received and dis- 
cusses them with the bidders, attempt- 
ing to arrange better terms. The final 
price is never disclosed publicly. 

ASPPA uses the negotiated bid pro- 
cedure only in the case of critically 
short supplies. It went to the adver- 
tised bid method in filling bulk fuel 
needs for the January to June, 1954, 
period with the exception of avgas 
and jet fuels. It will begin buying jet 
fuels on an advertised bid basis for 
July to December, 1954, but is wary 
of shifting its avgas purchasing to that 
procedure until it is certain that sup- 
plies will be abundant. 

ASPPA has been criticized for using 
this method and particularly for not 


making public the final price. Its de- 
fense is that it can do a better job for 
the taxpayer by keeping the informa- 
tion confidential because a bidder will 
frequently give a better price if he 
knows his competitors will not find 
out about it. Further, if ASPPA is 
required because of short supply, to 
pay a stiff price for a negotiated prod- 
uct, disclosure would jeoparadize the 
agency’s bargaining position. The 
agency also points out that the General 
Accounting Office is always peering 
over its shoulder and checks into any 
complaint of discrimination. 

The ‘Spot’ Awards—The spot pur- 
chase practice is not a particularly de- 
sirable or desired means of obtaining 
petroleum supplies but is sometimes 
necessary because no amount of plan- 
ning can provide for every contin- 
gency. Theoretically, when such a 
purchase becomes necessary, ASPPA 
takes from its files all bidders who have 
indicated they can supply that kind of 
product at the proper delivery point 
and gives them all an opportunity to 
bid. There have been instances, how- 
ever, where only a few of the prospec- 
tive suppliers were notified. Col. Brown 
says that has now been corrected and 
that ASPPA officials no longer are 
making assumptions that a bidder is 
in no position to meet the require- 
ments. 

ASPPA realizes that the definition 
of “small business” under which it 
operates is not a particularly good one. 
It is understood that the Small Busi- 
ness Administration is developing new 
criteria for determining a firm’s small 
business status. These criteria will vary 
between industries and can be expected 
to be more realistic. Generally speak- 
ing, the 500-employe criterion speci- 
fied in the Small Business Administra- 
tion statute is followed. 

Obviously, the definition was not 
tailored for the oil industry. A small 
refiner might well employ a few more 
than 500 persons and a big-time oil 
operator might employ very few. There 
is, too, a certain amount of fluctuation 
in employment within some segments 
of the industry. 

In the five months from July 
through November, 1953, ASPPA con- 
tracted for $18.5 million worth of 
greases, oils and packaged products, 
and small petroleum suppliers won 
$7.7 million of the contracts. It bought 
$43.8 million worth of shore and ma- 
rine fuels with small concerns receiv- 
ing $20.9 million of the awards. The 
agency also gave the smaller independ- 
ents more than $7 million for storage 
and services. 

If a jobber is sufficiently competitive, 
he can step right up and participate. 
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1955 Completion Set 
For Tacoma Refinery 


A 25,000-b/d refinery, financed by 
unidentified Texas, California and 
New York interests, is scheduled for 
completion at Tacoma, Wash., in 
1955 at a cost of more than $10 mil- 
lion. 

Indications are that initial through- 
put of the plant, which will have 
Catalytic processing units, will be 10,- 
000 b/d, with 25,000 b/d as the 
ultimate goal. 

No name was given for the refiner, 
but Washington Processing Co. of 
Washington state, which owns the 
land, will be involved, L. P. Moore, 
New York investor who announced 
construction plans, said ground will 
be broken early in 1954, with the 
plant to go on stream 14 months later. 


Three Atlantic Stations 
To Serve Pike Extension 


Atlantic Refining will build three 
service station-restaurants on the ex- 
tension which is scheduled to link the 
Pennsylvania Turnpike with the New 
Jersey Turnpike late in 1954. 

The Turnpike Commission had en- 
tered into negotiations with several 
companies after it received no re- 
sponse to its invitation for bids last 
June 3. 

Stations and service areas on this 
Delaware River extension will be 
larger than stations now operating on 
the Turnpike. Two of the new stations 
will be near the junction of U. S. 
Route 1, one for eastbound and the 
other for westbound traffic. The third 
station will be near U. S. Route 202, 
serving westbound traffic. 


Sunset Oil Purchases 
Craig Station Chain 


For a purchase price of more than 
$1 million, Sunset acquired 18 new 
multipump service stations in the San 
Francisco East Bay area (Alameda and 
Contra Costa counties). Sunset bought 
seven large Craig stations in the Los 
Angeles Basin during the past year 
and with the purchase of 18 more, 
now claims to be the largest Independ- 
ent on the Coast. 

Sunset did not disclose its volume 
through what now number more than 
300 retail outlets in California, Oregon 
and Washington, but the latest Cali- 
fornia Board of Equalization report 
credited the company with 6,080,000 
gal. in September. 

New outlets were acquired by Sun- 
set “to broaden distribution in the area 


where it has not been too strong,” 
according to Secretary-Treasurer M. L. 
Friedman. Sunset will draw supplies 
directly from refineries in the Bay 
area, using its own equipment for haul- 
ing. 

The Craig chain will continue to 
operate as Craig Oil, Sunset spokes- 
men said, and there will be no changes 
in marketing policies, personnel or 
product distribution. Carl P. Goetze 
will remain as general manager of the 
northern California Craig properties. 

A holding company, Sunset distrib- 
utes through the Golden Eagle Oil Co. 
(Golden Eagle is the brand name.) 
Craig Oil stock was purchased from 
John Craig, president of Craig Oil, 
Signal Oil and Gas Co. and other 
stockholders. 

A Craig spokesman said the com- 
pany sold because it “looked like a 
good deal from the seller’s viewpoint.” 


... in brief 


Shell Gets Tax Write-Off—A fast tax 
write-off has been granted Shell Oil Co. 
on a $57 million, 50,000-b/d refinery 
in the Puget Sound Area of Washing- 
ton State. Included in the project are 
a crude unit, catalytic cracking and 
reforming, polymerization, LP-gas re- 
covery, treating, auxiliaries and utili- 
ties. The fast write-off has been granted 
on 65% of $21,870,000; 45% on 
$31,430,000, and 15% on $2,560,000. 


Refining Plant Sold — Corpus Christi 
Refining Co. has purchased from Byrd 
Oil Co. a 3,000-b/d plant at Palestine, 
Tex., formerly operated by Inland Re- 
fining Co. The plant will be put back 
on stream soon after being closed four 
months. 


Refinery Enlarged — Suntide Refining 
Co.’s Corpus Christi plant will process 
about 25,000 b/d of crude after addi- 
tion of two new units. The plant is 
closed down for about one week to 
tie in a new catalytic cracker and crude 
unit. 


Utah Reformer Planned—In order to 
increase the octane rating of some 
of its gasoline, Western States Re- 
fining is reported to be planning con- 
struction of a $300,000 reforming 
unit at its Salt Lake City refinery. 


Cat Cracker at Vancouver—A con- 
tract has been awarded for the con- 
struction of a catalytic cracking unit at 
Vancouver, B. C. The new unit will 
be an addition to the 11,000-b/d re- 
finery of Standard of British Columbia. 
Start of construction is planned for 
March, 1954, with completion sched- 
uled by October, 1954. 
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Cold Hikes Degree Days 
In Midwestern States 


Cold weather hit the Midwest the 
week of Dec. 6-12 and brought with 
it a substantial rise in degree day totals. 

Meanwhile the East Coast was in 
the midst of a warm spell and tempera- 
tures remained relatively constant in 
other areas. The exceptions were 
Charleston and Raleigh, with un- 
usually warm weather, and Seattle, 
where cool weather hiked degree days. 

Minneapolis was the coldest report- 
ing city for the third straight week, 
posting 271 degree days. 


DEGREE DAYS 
Season Sept. 1-Dec. 12 


East Coast 1953 
Boston 1046 
New York (a) 865 
Philadelphia (a) 821 
Washington 890 
Average .... 114 
Great Lakes 
Buffalo .. ‘ 157 
Chicago 1597 188 
Cleveland 5 1503 : 159 
Detroit i‘ 1608 168 
Toronto (a) : 1711 163 
Average .... 1620 167 
Midwest 
Denver 1761 248 
Minneapolis. 2103 2087(b) 271 
1657 1625 207 
1132 1129#% 144 
1663 1636 218 


San Francisco (a) 581 751 616 75 
Seattle (a) 1083 1126 1214#% 150 
Average 832 939 915 113 
Southeast 
Birmingham 673 855 738 124 
Charleston (a) 348 4439 393 34 
Nashville 838 1099 1127# 136 
Raleigh (a) 660 866 830 85 
Average 630 815 772 95 
_# Normals based on revised normal fig- 
ures. Other normals based on old normal 
figures. 


Month of November 
East Coast 1953 1952 Normal 
Boston 487 595 618 
New York (a) 458 . 561 
Philadelphia (a) 464 516 
Washington 499 793 
Average 477 52 554 
Great Lakes 
Buffalo 251 753 
Chicaeo 612 765 
Cleveland ' 590 ’ 693* 
Detroit 609 747 
Toronto (a) 630 2 811 
Average ‘ 754 
Midwest 
Denver 649 771 
Minneapolis : 960 
aha 783 
St. Louis (a) : 570 
Average 771 
West Coast 
San Francisco (a) 237 
Seattle (a) 45 ‘ 540 
Average : 389 
Southeast 
Birmingham ; 196 
Charleston (a) ‘ 214 
Nashviile . 471 
Raleigh (a) 395 : 387 
Average .. 3 363 367 
* Based on old normals. 
Degree days are on 65 deg. F. basis. 
(a) Readings at city offices. Readings in 
other cities taken at airport offices. 
(b) Includes weather bureau correction. 
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Kellys help bring in more business! 


—with a complete product line of job-designed tires of unsurpassed quality! 
—with powerful year-round selling support! 
—with effective advertising and sales promotion helps! 


As a Kelly dealer you have everything 
it takes to build bigger sales. 


1. You get tires backed by a 59-year 
reputation for craftsmanship. 


2. Tires that today deliver extra thou- 
sands of safe miles. 


3. Tires you can sell at the top prevail- 
ing prices. 

4. And a sales-incentive plan that keeps 
you fully competitive at the cost level. 


Sure-Stop 


Super Flex 
Passenger 


Passenger 


Cruiser 
Passenger 


Consider all these advantages of a Kelly 
Franchise, Then, for complete informa- 
tion, write us at the address below, today! 


® A complete, modern line, including 
perfected Nylon Truck Tires that you 
can sell at top prevailing prices. 


® An ample trading area in which to 
operate, 


® Continuous colorful advertising in 
leading magazines. 


Grip Trac 


vxtra 


Cruiser 


Truck 
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Truc Trac 


Truck 


® Plenty of effective sales-promotion 
help at local level. 


®@ The close personal cooperation of ex- 
perienced factory and field organiza- 
tion, large enough for efficiency and 
not too big to devote attention to 
individual dealer problems. 


THE KELLY-SPRINGFIELD TIRE COMPANY 
Cumberland, Maryland 


Dual Trac 
Special Service 


Commercial Heavy 
Tread Truck 
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7 , —_ 
on 
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for 59 Years! 
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1954—A Year for Business Adjustment 


How well the oil marketer gets along businesswise in 1954 may 
depend on how well he can adjust to a changing economical situation. 


That an adjustment will be necessary was made clear by Marion 


E. Dice, manager of the economics department at General Petroleum 
Corp., Los Angeles, in predicting what lies ahead for business during 


1954. 


Mr. Dice has come up with a pic- 
ture that has both favorable and un- 
favorable tones. 

Prediction No. 1—The outlook for 
most businessmen depends on what 
they do to adjust, and to take advan- 
tage of the many opportunities still 
before them, said Mr. Dice. 

“Next year will not be a good year 
for the fellow who has been floating 
along with the current and has for- 
gotten how to row upstream,” he said. 

Prediction No. 2—‘“The mild con- 
traction in business now under way is 
likely to continue through 1954,” Mr. 
Dice declared. 

“It isn’t a recession,” he said. “It is 
rather a transition from an abnormal 
situation, which no thinking person ex- 
pected to continue for very long, to 
a more normal level which has a better 
chance of continuing.” 

The plain fact is that economy as a 
whole has been running at or near 
capacity since the Korean outbreak in 
1950 under the momentum of a de- 
fense boom which is now subsiding. 

“The crest is definitely behind us,” 
the economist asserted. He noted that 
agriculture hit its peak two years ago 
and the decline there has about run 
its course. For others, the peak oc- 
curred this past spring. 

To gauge the decline, Mr. Dice 
quoted from the Federal Reserve 
Board Index of Production: Last 
month, November, the index was 228, 
or 6% below the March peak of 243. 
Average for the year will be about 235. 
Next year’s average probably will be 
down 7 or 8% to about 216 to 218. 

“This is not a serious decline and 
will still provide a very high level of 
business,” said Mr. Dice. “The people 
who may be hurt are those who fail 
to heed the signs or who are unable 
to adjust to the change.” 

Here’s how he breaks the picture 
down. 


Unfavorable Factors 


Overproduction has occurred this 
year in automobiles, steel and most 
heavy goods industries. In most cases, 
production has been adjusted down- 
ward, but the contraction in steel out- 


Marion E. Dice 
Needed: A new look at the market 


put is less than most forecasters pre- 
dicted a year ago. 

Agricultural prices and income have 
suffered a drastic decline from their 
1951 peak and the export market has 
been lost. There may be a little more 
decline, but not much. The worst of 
the adjustment is over, and a new 
“normal” is working itself out, but 
it is a painful process. Most crops are 
in surplus and there is nothing in sight 
to restore the boom levels of the recent 
past. The ultimate solution to the farm 
problem lies in recognizing the basic 
laws of economics—that equilibrium 
is reached only when supply equals 
demand. 

Inventories in many lines have 
reached excessive proportions in the 
past year. This was especially true in 
the second quarter, but because of 
corrective measures the third quarter 
accumulations dropped to much lower 
levels. This is one of the adjustments 
that must be made by individual com- 
panies on the basis of their own sales 
outlook. 

There are two ways to reduce in- 
ventories: one is by reducing produc- 
tion or purchases; the other is by more 
sales effort and a better determination 
to provide the customer with the kind 
of products and services that make 
him willing to part with his money. 

Residential construction is on the 
decline. Total construction will remain 


December 23, 1953 +» NATIONAL PETROLEUM NEWS 


up, but the big push is over because 
customers are getting more choosy. 


On the Good Side 


Mental preparedness has been 
achieved by businessmen and individu- 
als generally for an adjustment which 
has been expected for several years. 

Population growth continues in 
many areas and the level remains the 
same at most. Mr. Dice cited the in- 
tense growth in California where the 
increase is nearly 500,000 a year. 

“The momentum is frightening,” 
said Mr. Dice. “And it is no wonder 
people worry if they think there is a 
chance of the whole complex mecha- 
nism falling apart, as it did long ago 
in 1929. 

“Nothing even remotely resembling 
1929 is in sight. 

“The growth we are experiencing is 
much more soundly based for the 
future, unless some wholly unforeseen 
catastrophe or unfavorable develop- 
ment should occur.” 

Steel demand, while down from peak 
levels, will continue to use 90 to 95% 
of a capacity which is now arourid 120 
million tons. In 1940, steel operations 
were 82% of a capacity of about 82 
million tons. Thus the present demand 
is very high and could still be a large 
sustaining force even if some further 
decline occurs. 

No shortage of money or credit is 
seen to finance construction and pur- 
chase where the project will stand up 
under analysis. There is, however, a 
marked tendency to tighten up on 
lending for speculative purposes or 
where the prospects do not justify the 
project. The rise in interest rates last 
spring has eased off. 

Governmental expenditures will con- 
tinue to sustain a high level of output 
through defense production, public 
construction and normal functions. 
The collapse which a few people ex- 
pected when the fighting ended in 
Korea did not occur. Most of the 
military reductions are at the planning 
or budget stage, not in the realm 
where employment is affected. 

Reduction in corporation and per- 
sonal taxes will release money for 
spending by those who earn it. Such 
spending is more likely to be a sus- 
taining influence for the future than 
tax spending under emergency condi- 
tions by government, or corporation 
spending on long-shot gambles under 
the abnormal psychology of excess 
profits taxes. 

Normal competition and the return 
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TRENDS 


of free markets increases the ability 
of good management to plan ahead 
with confidence. A controlled economy 
may offer more security for the weak 
but only at the expense of the strong. 
A free competitive economy under 
normal conditions provides incentive 
and opportunity which rewards skill 
and judgment and good management. 

Ingenuity is one of the greatest re- 
sources of American industry. Cus- 
tomers are ready and willing to buy 
almost anything when skill, design and 
good salesmanship create the desire. 
Practically every mechanical device in 
use today can be improved. We have 
barely scratched the surface in utiliz- 
ing the power and energy available to 
us. 


Unknown Quantities 


Mental attitude of consumers gener- 
ally. If consumers have confidence in 
their future income and will spend 
normally, personal consumption ex- 
penditures will be about the same in 
1954 as in 1953. 

“There isn’t any limit to the human 
desire for goods and services,” said 
Mr. Dice. “Most good workmen desire 
the chance to earn more so they can 
buy more for their families. In boom 
times there is a tendency to spend 
more than one can afford, counting 
on overtime and future raises to pay 
the installments. When a little adjust- 
ment occurs, there is an opposite tend- 
ency to spend less than one can afford. 


“These two tendencies tend to ex- 


aggerate the swing between good 
times and bad.” 

Mr. Dice said a lot depends on 
whether rank and file consumers de- 
velop “a wholly unwarranted psychol- 
ogy of fear” and retrench drastically 
in their spending as a result. 

“We are not allowing for such a 
condition in our forecast,” said Mr. 
Dice. “If it occurs, it can be serious.” 

Attitude of governments in their 
relationships with each other and with 
their citizens. In this country there is 
a paradoxical mixture of built-in in- 
flationary measures which have grown 
out of the fear of inflation. But infla- 
tion is waning. Yet deflationary brakes 
are not allowed to operate very far, 
fearing economic harm. The brakes 
have to be applied slowly and carefully 
or we shall find ourselves in the ditch, 
said Mr. Dice. 

“How to come off a mountain with- 
out going down hill is a pretty hard 
problem even for government experts,” 
commented Mr. Dice. 

What’s to Be Done?—What does 
this mean for the businessman—the 
oil marketer—and his family? Mr. 
Dice said the forecast and factors are 
general, so they don’t tell each indi- 
vidual where he stands. 

Look around for some simple in- 
dicators which experience tells you 
move up and down in tune with your 
business, advised Mr. Dice. 

“For example,” he said, “I like to 
watch the orders for paperboard. 
Nearly everything that is shipped is 
packed in a cardboard carton. When 





EVER-TITE 


The Best In 
@lT Td am Got] 0) ale k; 





EVER-TITE Couplings speed deliveries 
...+ prevent leakage . . . save spillage 
.-. because they give a quick, sealed 
connection that stays tight. They are 
the finest couplings made—with dur- 
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manufacturing output increases or de- 
clines, the orders for cartons go up or 
down a little ahead of production 
statistics. Right now paperboard mills 
are running close to capacity and in- 
coming orders have dropped very lit- 
tle. That is a good sign for several 
months ahead.” 

Two types of indicators may be used 
by oil marketers. First, taxable gal- 
lonage reports issued by individual 
states show whether gallonage is up, 
down or the same. Second, reports in- 
dicative of general activity—such as 
building permits—may serve as a guide 
to local business conditions. The im- 
portant thing is for the distributor to 
determine whether his business is par- 
alleling general conditions. If every- 
thing is down, including his volume, he 
can make the best of it. But if his busi- 
ness is down while general conditions 
are better or unchanged, then he 
should examine his own situation. 

Self-adaptation to changing times is 
something the marketer must work 
out for himself. 


Time to Take Stock 


The plush days when all a fellow 
needed was a telephone and an order 
book have been replaced by the kind 
of competition that reserves its re- 
wards for the competent and the dili- 
gent,” said Mr. Dice. 

“Purchasing power is adequate, but 
customers can afford to be choosy. 
They can get more for their money by 
careful shopping. Shoddy merchandise 
and poor values will be hard to move.” 

As another aspect of adjustment, Mr. 
Dice warned that those likely to suffer 
are counting on a further expansion 
and have mortgaged their future to 
prepare for it: the worker who counts 
too much on overtime; the manu- 
facturer who imcreases his plant capac- 
ity too much or too late; the farmer 
who borrows money to put more acres 
in cotton and finds acreages reduced. 

“Those who look on lower levels 
ahead as normal, and can adjust their 
budgets to fit, will find 1954 a good 
year,” the economist said. 

A combination of optimism and 
realism is needed. That calls for: (1) 
ability to analyze the situation care- 
fully, and (2) ability to adjust one’s 
own program to a realistic and attain- 
able basis. 

These qualities, said Mr. Dice, will 
make 1954 the second or third best 
year in history: sound business judg- 
ment, determination, attainable objec- 
tives, hard work, faith in one’s ability 
to win customers with quality, and 
prices and services which are reason- 
able and attractive. 
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The one/two punch of Film-Fyter Windshield Service offers the only sensible way of 
cleaning windshields. It’s as easy as this: 


iat Dissolve the grease, film, and smear with Film-Fyter Windshield 
(iz Cleaner — the new, foaming, liquid cleaner with the guaranteed 
AE action. BOR ae. 


2. Wipe away the dissolved corruption with chemically-treated Film- 

Fyter Windshield Wipes. 
; Remember — windshield service is the “trade mark” of every service 
. station. Gas in the tank, oil in the motor, air in the tires — all of these 


are out of sight when a customer drives away. Only the windshield stays 
in plain view, advertising the poor or good quality of all your other services. So make 
your “trade mark” fool-proof — use complete Film-Fyter Windshield Service. For Film- 
Fyter is actually guaranteed to remove dangerous windshield film! 


-SO YOU CAN'T 
EXPECT WATER 
TO CLEAN A 
GREASY 
WINDSHIELD: 


DISTRIBUTORS EVERYWHERE EAST OF THE ROCKIES--OR WRITE 
CALWIS COMPANY e GREEN BAY, WIS. 
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Probable Iran Settlement Outlined 


The Iranian oil dispute will 
probably be settled within the 
area of negotiation staked out 
in talks between the summer of 
1951 and February, 1953, says 
Walter Levy, petroleum consult- 
ant who was intimately connected 
with these discussions. 

Mr. Levy reviewed five previous 
proposals which ex-premier Mossadegh 


had killed with his insistence on his 
own terms or none. But he declared 
that it should be plainly possible for 
men of good will to reach an agree- 
ment within this same area of negotia- 
tion. 

Commenting on the possible course 
negotiations might take, he said it 
might be significant that the former 
premier was becoming increasingly 





You'll 
find 


@ You get both product appeal 
and product protection when you 
use any one of the many G.P.&F. 
steel containers. We can give 
them a “custom made” look by 
lithographing them with your 
own trade-mark or advertising 
message—or in attractive solid 


colors. 
carloads, 
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interested during the last days of his 
regime in the British-Mexican oil com- 
pensation settlement. Mexico paid 
British owners $130,000,000 for their 
oil interests in Mexico in 1938. How- 
ever, British-owned Mexican produc- 
tion was only about one-eighth of 
Anglo-Iranian’s output in Iran, and 
the price of Mexican crude oil at that 
time was about one-half of Middle 
East crude prices when Iran national- 
ized the industry. 


Don’t Need Iran’s Oil—An impor- 
tant factor hindering solution of the 
Iranian problem, says Mr. Levy, is the 
fact that Iran’s oil has been completely 
replaced in the world market. This 
means that other producing countries 
and companies must either reduce 
their output, or at least abstain from 
expanding it, if Iranian output were 
geared temporarily to the expected 
increase in demand. 

The normal market for Iranian oil 
is the Eastern Hemisphere with its 
annual demand increase of 250,000 to 
300,000 b/d. But Mr. Levy said that 
Iranian oil probably would first replace 
British purchases in the Western Hemi- 
sphere and from American companies 
elsewhere. He added that it would af- 
fect the expanded rate of British pro- 
duction in Kuwait, and would affect 
American-owned production some- 
what. 


Agreement Factors — Several prin- 
ciples were basic in all previous settle- 
ment negotiations with Iran said Mr. 
Levy. 

1. British must be assured prompt, 
adequate and effective compensation. 
Mere willingness to pay without ability 
to do so is obviously insufficient. 

2. If Iran can’t provide engineering 
and business talent to run the industry, 
nor secure outlets for its production, 
the whole nationalization scheme will 
be destroyed and may lead to economic 
and political collapse of the country. 

3. If nationalization can be put into 
effect only with the help of the pre- 
vious owner, he will obviously require 
a satisfactory agreement and com- 
pensation. 

4. Anglo-Iranian cannot take steps 
that will endanger its investments in 
other countries. 

5. None of the other large oil com- 
panies can aid Iran in any way that 
would agitate the other oil-producing 
countries that have faithfully observed 
their contractual and concession agree- 
ments. 

6. No oil importing company or 
country could tie itself to an oil sup- 
plier unless it was sure that its tech- 
nical and managerial competence 
would insure a stable supply. 
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10-SECOND DEMONSTRATION PROVES 


This Ounce of Prevention” 
Can Save Your Life! 


“SAFETY DISCS”'p 
GUARD AGAINST 9 our 





Rigs 


TIRE FAILURE ACcingy7 = 10 
! 


ORDINARY TIRES, under skid condi- 
tions, compress like the fingers of 
your fist .. . form a smooth, slippery 
surface. And, with treads jammed 
together, they cannot “bite” the road. 
So you skid! Just one hand... just 
seconds. .. is all you need to demon- 


WITH LIFE-SAVING ARMSTRONGS, the 
tread can’t compress! Armstrong 
safety discs between your fingers 
will quickly show why. For these 
patented discs hold treads (like your 
fingers) firmly apart. So, Armstrongs 
have 700% more gripping surface. 





strate this vital fact to your customers. 





They don't skid! What a sales story! 


, 





Unmatched Features—Unmatched Advertising 
Give You Unmatched Sales Opportunities! 


Armstrong—and only Armstrong—gives you this powerful 3-way 
sales-punch: 


1. Patented safety features unequalled in the industry. 


2. Smashing advertising in Look, Time, Post, Farm Magazines, News- 
papers, Radio, TV! 


3. A dramatic 10-second sales demonstration that tells, sells Armstrong 
tires in seconds! 


For quicker sales, bigger profits, happier customers... ask your Arm- 
strong distributor for “demonstration discs” and Armstrong tires today! 


ARMSTRONG 
PREMIUM 4 TIRES 
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GETTING TOGETHER at the Oil Industry TBA Group con- Houston, Gulf Oil Corp.; Howard G. Meyers, Richfield Oil Co., 
vention in St. Louis are six men from three major oil companies. New York; R. H. Hines, Kansas City, Don A. Ellis, Ponca City, 
Left to right, W. P. Horn, Pittsburgh, and J. Hugh Pegoda, and W. L. Dowell, Kansas City, all of Continental Oil 


BETWEEN SESSIONS, left to right: E. C. Spitznagle, Mid- Paul Heal, Pure Oil Co.; F. M. Rider, Lion Oil Co.; Bill 
South Oil Co., Memphis; Hugh Hemingway, Pure Oil Co.; Sewall, B. F. Goodrich Co.; and Charley Johnson, Ohio Oil Co. 


73 


i 

EARLY ARRIVALS at the TBA convention are snapped while burgh, H. E. Benson, Jr., Gulf Oil, St. Louis; Art Lemon, 
waiting for the session to begin. Left to right: Bob Byall, Dill J. E. Adams Ltd., Toronto; N. E. Thompson, of British- 
Manufacturing, Cleveland; H. E. Benson, Gulf Oil Corp., Pitts- American Oil Co., Toronto 
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NOW... Avondale has combined 
into ONE fine building product 
the durable beauty of architectural 
porcelain enamel and the structur- 
al strength of load-bearing walls, 
load-span decking, and curtain 
walls, 


These fine materials offer architectural uses un- 
limited. 


Present your problem to Avoncraft Engineers. 
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TBA MEN and representatives TBA manufacturers gathered 
for the annual Oil Industry TBA convention, hear a talk by 


GUEST was Joseph Medwick, (center) “Ducky” to baseball 
fans, who came with George Hubbard, left, Lincoln Engineer- 
ing Co., St. Louis. Right: Clarence Lapides, Lion Uniform Co. 


ae 


William Glenn Gordon, a member of the management con- 
sultant firm of McKinsey & Co., New York. 


CONVENTIONEERS in a group are Wyeth Allen, left, and 
E. T. Foote, center, Globe-Union, of Milwaukee, and Tony 
Davis, of the Arkansas Fuel Oil Co., Shreveport, La. 


Accessories Can Be TBA Profit-Makers 


Don’t put anything in the accessory line unless it is of good qual- 
ity, wanted by most motorists, easy to install, and profitable. 


Don’t compete with the wagon jobber on speed and frequency 


of delivery. 


Conduct clinics to show dealers how to make good installations 


quickly, or they won’t try to sell. 


Move the dealer training program from the classroom to the 


driveway. 


If these practices are followed an oil 
company can make significant profits 
on the accessories in its TBA line, said 
W. G. Gordon, a former oil man, and 
now with McKinsey & Co., manage- 
ment consultant firm, New York. 

No oil company should be in the 


accessory business just to give a service 
to its dealers. It should aim to make a 
profit, said Mr. Gordon, in a talk be- 
fore the Oil Industry TBA Group Con- 
vention in St. Louis, Dec. 6-7. 

Some oil company managements 
actually do not know how much, if 
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any, profit they are making on their 
accessory business, he said, because 
they do not have records which pro- 
duce the information. Such uncer- 
tainty at the top always communicates 
itself to the field. While it exists Mr. 
Gordon feels accessory selling will get 
but half-hearted effort. 

Where good control records are set 
up, it is often discovered that acces- 
sories do show a worthwhile profit. 
In one such case, said Mr. Gordon, an 
oil company found, after a, detailed 
analysis, that accessories were respon- 
sible for more than 4% of its total net 
profit. 

Measure the Profits—Profit infor- 
mation is basic for a successful acces- 
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Have you checked Prest-0-Lite? 

This nationally advertised line 

offers a complete profit-packed 

program designed to meet your 
TBA requirements. 


PREST-O-LITE BATTERY COMPANY, INC., TOLEDO 1, OHIO 
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sory line. Without it there 1s no score 
board to measure success or failure. 
If you are going to measure the prof- 
itability of an accessory item, you 
must consider the following factors: 

1. Purchase price — group price 
minus any discounts. 

2. Inbound freight — this may be 
included in the purchase price. 

3. Cost of capital and inventory— 
this may be the average rate on in- 
vested capital for the company or the 
prevailing rate of interest for bor- 
rowed money. 

4. Warehousing expenses — a total 
of labor, equipment, and space. 

5. Delivery expenses — out-and-out 
freight, either common carrier or pri- 
vately operated equipment. 

6. Discounts—includes all cash and 
quantity discounts. 

7. Selling expenses — allocated on 
the basis of the number of orders 
received. 

8. Administrative overhead — allo- 
cated on a dollar-of-sales basis. 

9. Units sold—must be determined 
separately for each item. 

10. Average realized prices—must 
be determined separately for each 
item. 

When this basic data is available, 
a profit and loss statement can be 
prepared for each item in the line. 
‘Each product must be measured to 
determine its contribution to total 
profit. Failure to make a contribution 
signals a need for review. 

Type of Products—tThe first factor 
that determines the profitability of the 
accessory business is the makeup of 
the product line. 

The accessory line must be com- 
posed of products that meet these re- 
quirements: 

1. Quality: The quality of the prod- 
ucts must be consistent with the quality 
of the petroleum products offered to 
the motorist. 

2. Service: The installation and 
maintenance service required to sell 
the products must be consistent with 
the skill of the average dealer. 

3. Demand: The products must be 
in demand by a large share of the 
motorists. 

4. Profit: The products must return 
a profit to the dealer and the company. 

Mr. Gordon cited an example of 
how one company increased its profits 
by applying these rules. They examined 
their accessory line of 650 items and 
found 250 were unprofitable. More- 
over, they discovered that the money- 
losers were either slow-moving items 
designed for special segments of the 
market, or items that dealers were un- 
able to install because of a lack of 
skill. Management logically decided to 





eliminate all 250 of the unprofitable 
items from the line, then carefully 
watched the sales volume and observed 
no change in it. But gratifyingly 
enough, at the end of 12 months the 
accessory line showed a significant 
increase in profits. 


Quality Experiment— The same 
company, he points out, also engaged 
in an experiment that illustrates the 
effect of accessory line quality changes 
on the gasoline business. In an attempt 
to compete with the “carry-out” stores, 
they converted several controlled sta- 
tions to price-line merchandise; no 
installation service was offered at these 
stations. This line was maintained for 
almost six months. During this time, 
the dollar sales of accessories increased 
about 7%. 

However, the number of complaints 
on lack of service and poor quality 
was large enough to force the com- 
pany to return the stations to normal 
operation. 


Delivery Competition—The second 
profit-producing factor, said Mr. 
Gordon, is delivery service. 

Most TBA departments in oil com- 
panies are concerned with the wagon 
jobber because of the speed and fre- 





quency of delivery he offers to the 
dealer. Many attempts to match this 
service have been made, but Mr. Gor- 
don felt no oil company has been able 
to do it economically. The wagon job- 
ber is in a unique competitive posi- 
tion for these reasons: 

1. He can serve all of the dealers in 
his marketing area. 

2. The oil company must restrict 
its sales to its own dealer organization. 

3. Since the frequency of economic 
delivery depends on the concentration 
of the market and the wagon jobber 
has a much higher concentration than 
the oil company, he can give service 
that an oil company cannot afford to 
offer. 

It is extremely important, said Mr. 
Gordon, for the oil company to real- 
ize it cannot compete with this type 
of delivery service. Failure to recognize 
this will drain off a large share of ac- 
cessory profits. 

Rather than compete on a delivery 
basis, Mr. Gordon said, the company 
must attract a dealer by means of a 
sound merchandising program and a 
good product line at the right price; 
and it must give the dealer training 
assistance. Then it must provide the 
dealer with regular, reliable delivery, 


A complete service for creating and producing service station 
b s, P ts, posters, streamers, and traffic-stoppers that 
sell... used last year by 61,700 stations. 





Design 
Production 
Distribution 
Merchandising 


Idea, art and development service — from your 
thought or sketch to finished display. 


Facilities for fast production of outdoor displays 
—in paper, cloth or plastic. 


Quick, accurate setup for collating, mailing or 
drop shipping—to one station or 20,000. 


Advertising sheets furnished for your dealer mer- 
chandising catalogs, manuals, etc.—or ready- 


made promotion folders. 


FREE! Send for catalog of Pratt's ready-to-install sta- 
tion display material. ideas for every occasion. 
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AUTO-LITE “STA-FUL" BATTERIES need AUTO-LITE ORIGINAL SERVICE PARTS 

water only 3 times a year in normal car include generators, voltage regulators, starting motors, dis- 

use. And they last longer! tributors, coils and thousands of electrical and mechanical 
component parts engineered for best car performance. 


THE ELECTRIC AUTO-LITE COMPANY 











- America 







Outstanding quality and performance 
have made more than 400 Auto-Lite 
products for cars, trucks, tractors, planes, 
boats and industry world famous . . . 
convincing proof, “You’re always right 
with Auto-Lite.”’ 
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AUTO-LITE BULL’S EYE SEALED BEAM UNITS are AUTO-LITE SPARK PLUGS ... ignition Engineered 
designed for safe night driving. They concentrate to give top performance in your cor . . . include a 
more light on the road . . . burn even when the lens complete line of Resistor, Standard, Transport and 


is cracked or broken. Marine types. 


TOLEDO 1, OHIO 


— LE ballorirs a minule 
B sol by sowie slailout 


Every minute two dozen motorists are buying 
new batteries; 1380 every hour, 33,330 a day, 
12 million a year sold by neighborhood service 
stations! 

Approximately one half of all the replace- 
ment tires, batteries and accessories sold this 
year will be sold through these important retail 
outlets . . . the 200,000 neighborhood service 
stations which are supplied by major oil com- 
pany and oil jobber organizations. 

How do you put your brand in this picture? 
How do you get your share of this TBA* busi- 
ness? Not from the attendants or operators. 


> \ — 
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You have to reach the marketing executives 
of oil companies and oil jobber organizations 
... the men who direct the packaging, storage, 
transportation and sales of petroleum products, 
PLUS the purchase and resale of tires, bat- 
teries and accessories ... the men who read 
National Petroleum News every week for latest 
marketing and merchandising news. 

For your share of service station TBA busi- 
ness, use the direct approach to the right men. 
Start telling your story in National Petroleum 
News now! 


*TBA is the oil industry's designation for tires, batteries and accessories. 


NATIONAL PETROLEUM NEWS 


A McGRAW-HILL PUBLICATION 


Publishers of the 
Annual TBA Directory 
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Publication offices: 
330 West 42nd Street « New York 36, N. Y. 
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TBA 


being sure to maintain adequate in- 
ventory to keep back orders to a mini- 
mum. 

Problems of Pricing—Obviously, the 
level of accessory prices will affect 
accessory profits. Accessory prices 
are subject to the same economic laws 
as those of most other products. Ex- 
cept for a very narrow range, these 
prices are established by the market. 
Only within this very narrow range can 
a company set its prices if it wants 
to remain in business. The oil com- 
pany’s major problem is to set up ma- 
chinery that is sensitive to accessory 
price conditions. Inability to get this 
information can result in heavy sales 
losses. 

As an example, Mr. Gordon said 
when price controls were removed, one 
oil company increased all of its ac- 
cessory prices 15%. This company did 
not have the machinery to determine 
the immediate effects of its increase 
on its dealer organization. At the end 
of the following quarter they found 
out. Accessory dollar sales were down 
25%. They investigated further and 
found that competitive prices had in- 
creased only about 5%—and even 
this was not a blanket increase, some 
items being down 10% and others 
up 30%. 

Price Information Records—Setting 
up the machinery to obtain price in- 
formation is not difficult, according to 
Mr. Gordon. Two sources of data are 
available: one, the salesman; two, 
product line control records. The sales- 
man should be supplied with standard 
price reports for him to use each 
month. These reports should be made 
for approximately 10 competitive lo- 
cations in each salesman’s territory 
and should contain the following in- 
formation: 

1. The name of the competitors. 

2. The type of business—service 
station, wagon jobber, supply house, 
etc. 

3. Product to check (the 10 high- 
est dollar-volume items). 

4. Name and quality of each com- 
petitive product to be used for quality 
comparison. 

5. Price of each competitive product. 

This information should be sum- 
marized and regularly compared with 
the company’s prices. 

The product line control records for 
these same products should be set up 
on a monthly basis. The profit for each 
one should be determined and com- 
pared with the price analysis. By mak- 
ing this comparison, management can 
establish the relationship between 
prices and net profit. If these two 
devices are used, an oil company will 
be sensitive to price conditions and it 
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will be easier to interpret price in- 
formation. 

Dealer Training — It’s common 
knowledge, said Mr. Gordon, that the 
way the dealer goes about selling aces- 
sories has a very important effect on 
accessory profits. Moreover, most deal- 
ers do not know how to sell acces- 
sories. This has been substantiated by 
the findings of at least two national 
surveys made this year. Millions of 
dollars are being lost because the 
dealer isn’t asking Mr. Customer to 
buy. 

How do you teach a dealer to sell 
accessories? Oil companies have spent 
hundreds of thousands of dollars on 
training programs and still the dealer 
hasn't learned how to sell. The primary 
reason for this is poor selling habits. 
It isn’t so much that he doesn’t want 
to sell—he just doesn’t know how. 
Most of his customers enter the station 
to buy gasoline. He pumps the gaso- 
line, collects the money, and exerts 
no sales effort. 

Classroom training does not break 
a dealer of poor selling habits, Mr. 
Gordon said. He cannot carry the 
trainer’s words with him and translate 
them into action in his own location. 
He must have on-the-spot training. 


He told of one company that selected 
four stations with very low accessory 
sales and placed a trainer with each 
dealer for two successive days. The 
trainer sold on the driveway and as- 
sisted the dealer with every customer. 
At first the dealers thought it was quite 
a joke, but when the two days were 
completed and the accessory sales were 
totaled, they were amazed to find that 
two days’ were equal to those of the 
previous two weeks. Two months later 
accessory sales at all four of these 
stations were in the top 10%. 
Knowledge of Products—There is 
another reason for the dealer’s poor 
sales performance. It is his lack of 
product knowledge and _ installation 
training. Many dealers with inventor- 
ies of mufflers, tail pipes, shock ab- 
sorbers, and such items, actually avoid 
selling them because they don’t know 
how to make the installation, Mr. 
Gordon said. These dealers have got- 
ten into trouble making one or two 
installations and are afraid to try it 
again. They would rather take an in- 
ventory loss than lose a good customer. 
According to Mr. Gordon, it is 
clearly up to the companies to fill this 
gap in dealers’ knowledge. The oil 
companies and manufacturers of sev- 
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eral of the installation-type accessory 
products have jointly sponsored several 
training programs with considerable 
success. The shock absorber people 
have done a particularly good job in 
this field, as is borne, out by their 
tremendous growth in sales, he said. 

Sales training for accessory prod- 
ucts is essential. If a company has de- 
veloped a good line to be sold at a 
reasonable price, it still cannot attain 
the profit objective unless the dealer 
can sell the merchandise. 

Importance of Accessories—In sum- 
marizing, Mr. Gordon stressed that an 
oil company must recognize the po- 
tential importance of the accessory 
contribution to total company profits. 
With this recognition, the company 
will establish and consistently adhere 
to the foregoing program. 

As a result, the dealer benefits from 
this program will be higher sales 
volume from his increased sales effort; 
lower labor costs and better customer 
relations because of his ability to make 
good installations quickly; lower in- 
ventory because of a high-volume, fast- 
turning accessory line; and increased 
profits. 

In turn, the company will secure two 
benefits that are fundamental to a suc- 
cessful accessory program. First, it 
will have an enthusiastic and co-opera- 
tive dealer organization to aggressively 
sell its accessory line. Secondly, it will 
enjoy increased profits and a higher 
return on its investment in accessory 
inventory, Mr. Gordon concluded. 





TBA Group Officers 


New officers of the Oil Indus- 
try TBA Group elected at the 
annual convention at the Chase 
Hotel in St. Louis, Dec. 7-8, are: 

George R. Miller, Richfield 
Oil Corp., Los Angeles, inter- 
national chairman. 

M. S. Marsh, Standard Oil Co. 
(Ohio) Cleveland, international 
vice chairman. 

Harry I. Holbrook, Union Oil 
Co. of California, Los Angeles, 
international secretary. 

Canadian Section: C. Grant 
Littlefield, Canadian Oil Com- 
panies, Ltd., Toronto, chairman. 

Eastern Section: Edward H. 
Cain, Shell Oil Co., Inc., New 
York, chairman. 

Midwest Section: Al Oetjen, 
Standard Oil Co. (Indiana), Chi- 
cago, chairman. 

West Coast Section: W. P. 
Thoreson, Signal Oil Co., Los 





Angeles, chairman. 
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ere's the newest product 
of Globe creative engineering... 


the Chromo-Plastic Battery its all new! 


T’S another result of Globe initiative 
and experience in pioneering ever in- 
creasing higher standards of battery per- 


formance, 


Whatever your application, there are 
many sizes and types to choose from. In 
addition special models are made to meet 
special needs, What's more, there are 13 
Globe factories, strategically located near 
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your market, This offers you the advan- 
tages of low freight and fast service. 
Globe-built batteries — for original 
equipment manufacturers, for mass distri- 
bution under the trade name of GLOBE 
SPINNING POWER, plus a host of lead- 
ing private brands — are known the world 
over. Before you make any decision on 
your battery needs, check with Globe. 
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Better Service: Key to Battery Sales 


On the average, a service station dealer will sell two recharges 
and one new battery for every 10 batteries checked. 


But dealers need special coaching on how to sell batteries and 
service them if they are to cash in on this opportunity. 


Service station dealers have forgot- 
ten the importance of complete battery 
service, the forerunner to battery sales, 
said G. S. Wheatley, Standard Oil Co. 
of California, in a talk before the Oil 
Industry TBA Group convention Dec. 
7-8 in St. Louis. 

He said that anyone who observes 
customers being served at the pump 
islands will note that battery service 
is seldom offered voluntarily. 

A partial text of his talk follows: 

The performance or offer of battery 
service is a rarity because dealers 
cannot see the value of this important 
service. Service is where they have to 
start, if they wish to be regarded by 
the customer as “His Battery Man.” 
This will pay off invariably in new 
battery sales, possibly not today but 
in steady sales volume from now on. 

Even more important—battery serv- 
ice is one that really builds steady 
gasoline customers. If a particular 
motorist buys $400 worth of mer- 
chandise and service from a station for 
his car in a year, think of this value 
expressed in terms of $4,000 in 10 
years. This puts battery service on a 
different plane. Then you are not just 
trying to sell a battery or a recharge, 
you are trying to secure, protect, and 
cement to your own station, hundreds 
of dollars worth of business each year. 

After we prove to ourselves that 
battery service is seldom offered or 
given voluntarily, notice how often 
water is merely added and whether a 
hydrometer or an open circuit voltage 
tester is used. 

However, if we want more battery 
sales the man at the pumps has to test 
more batteries. 

Only 7% Tested — Many dealers 
who regularly check batteries find 
over a period of time that this average 
sales formula will result: For every 
10 batteries tested—not just adding 
water—they will sell 2 recharges and 
1 new battery. 

A survey made in 1953 covered 
several thousand service stations. 

The final result of this survey proved 
that only 46% offered to check the 
battery, and only 7% checked the 
battery with a hydrometer or an open 
circuit voltage tester. 

On this basis, only seven out of 


34 


every 100 customers had their bat- 
teries tested. 

Failures—How can we anticipate 
battery failure, which is a service our 
customers are entitled to receive, if 
we offer the service so seldom—and 
then merely put in water and test only 
7 out of every 100? 

This survey also proves to us why 
the American Automobile Association 
reported that of the roadside failures 
in 1952, 10,800,000 of the unexpected 
failures were caused by battery trouble. 
My best estimate is that two-thirds 
needed replacement batteries, so 7,- 
200,000 new batteries were sold by 
other than oil company dealers. It goes 
without saying that we need to im- 
prove. 

Observe Dealer Methods — Much 
has been done by all of us in develop- 
ing sales plans and programs designed 
to sell the dealer our particular line 
of batteries. We have stressed to the 
dealer how much money he can make 
and the outstanding quality features of 
our product. 

In a few cases we even think 
about giving the dealer some help 
in stock control plans. In fact, we 
know how important it is not to 
load the dealer on battery stock— 
particularly slow-moving sizes — and 
the help we should give him in keep- 
ing his stock charged. 

But how much help have we given 
the dealer at his place of business in 
actual customer contact work? And 
what do we know about the kind of 
service the dealer is giving, what he 
says to his customers, how much he 
knows about battery service, etc., un- 
less we hear what he says and see 
what he does? In this way we can as- 
certain what the dealer needs in the 
way of help, and then intelligently 
give him the help he needs. 

The Toughest Sale—Most of us here 
have sat around the table developing 
beautiful sales plans. We've guided 
the advertising agencies in preparing 
effective sales training films and at- 
tractive brochures; gorgeous advertis- 
ing banners and posters for special 
sales on batteries and other merchan- 
dise. 

How effective is all this in actually 
getting dealers to check and service 


batteries at the pumps? We usually 
succeed in selling the batteries to the 
dealer, but if our sales promotional 
work and messages don’t get over to 
the gasoline customer, we have wasted 
our time. 

The TBA salesman who is always 
welcome is the one who shows the 
dealer the most turnover. It has been 
my observation that a reasonably good 
salesman can sell almost anything he 
wishes provided there is a demand and 
his item is salable. 

In this case, the item that we must 
sell does not always have a demand. 
It consists of instilling in the dealer 
the honest desire to test batteries. This 
is the toughest sale the TBA salesman 
has to make. Anyone can teach the 
dealer the nontechnical, simple funda- 
mentals of battery service and sales 
and how to anticipate battery failure— 
and it will be sufficient for aggresive 
dealers. 


But, for the average dealer the 
fundamental method of promoting 
battery sales consists of working with 
him at the gasoline pumps between 
customers. 

TBA Salesman Errors—Looking at 
this situation from a broader view- 
point: A recent survey of dealers on 
the effectiveness of salesmen found 
these faults most common: 

1. Poor time utilization — some 
salesmen spent too much time gossip- 
ing and call on dealers at busy times 
of day. 

2. Not checking needs, but trying 
to overload. 

3. Improper selling techniques — 
either high pressure or indifferent. 

4. Don’t know their product. 

5. Lack of sincerity—misleading or 
exaggerated claims. 

The dealers indicated they like to 
do business with the salesmen who 
will: 

1. Help train their men. 

2. Suggest ideas for displaying their 
products. 

3. Check stock and make up an 
honest order. 

4. Inform them of inferior mer- 
chandise. 

5. Let them know «why their mer- 
chandise is better than competition. 

6. Let them try a small initial order 
to “test” the sales potential of a new 
item. 

7. Pass along practical sales helps 
they have seen work elsewhere. 

These fundamentals represent the 
difference between the success and 
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PurOlator.. Right in the 


Purolator is the only 

manufacturer with a completely balanced 
Purolator works for you, and with you, on both 
management and service station levels—is al- 
ways ready with specialized TBA sales and engi- 
neering help for zone meetings or dealer calls. 


Purolator—first, last and all the time helps promote 
the sale of both oi/ and oil filters. 


FECAL ct woe 


Purolator advertises to both motorist and dealer 
. +. gives you powerful, proved year-around adver- 
tising in leading magazines and at the point-of-sale. 


*Reg. U.S. Pat. Off. 


PUROLATOR PRODUCTS, INC. 
Rahway, New Jersey, and Toronto, Ontario, Canada 


FLCOUE verter ia vis 


engineering advancements . . . 


Purolator originated the oil filter—originated the 
Micronic* element and the Micronic full-flow sys- 
tem—set the standards for design and manufacture 
for the entire filter industry. Widely imitated be- 
cause of great popularity, Purolator’s superior per- 
formance has never been equaled. 


Today Purolator* Filters, found on more makes 
of cars, are available in units engineered for al/ 
makes of cars. Best by every test— Purolator traps 
more dirt, finer dirt, faster! 


CEOQUE ves vss vi 


ness and good-will . . . gives distributors and 
dealers sales and profits today and tomorrow! 


Yes, Purolator IS right in the TBA eye! Purolator, 
the filter manufacturer with the greatest experience, 
leads in the support it gives . . . leads in the loyalty 
it receives! 

















TBA 


failure of a TBA salesman, and their 
general application is necessary for 
any battery sales program to be suc- 
cessful. 


The Dealer’s Inventory—tThe first 
thing the dealer should have is a full 
line of the fast-moving battery sizes in 
the quality range of batteries used in 
new car equipment. This is the most 
popular mover in most localities. The 
dealer should also have some premium 
heavy-duty types based on sales flow, 
and a few lower-priced sizes for 
meeting competition. 

In some localities, there are dealers 
who carry a large stock of cheap bat- 
teries and very few first-line and heavy- 
duty types. Generally, with only a 
few exceptions, this is caused by a 
reduced amount of sales education on 
the part of the salesman. 





Low Priced Batteries—The main 
reason sO many so-called cheap bat- 
teries are sold today is because the 
dealer is more price conscious than the 
customer. The dealer is scared by news- 
paper and other competitive advertis- 
ing. The poor-quality merchandise a 
dealer sells does more harm than 
good. When his car won't start on 
some cold morning, the customer for- 
gets what he paid for the cheap bat- 
tery, but he remembers the dealer who 
sold it to him. 

Here is a demonstration the dealer 
salesman can make for this type, of 
account—and the demonstration has 
to be practiced in advance to make it 
effective. Have one of each type of 
battery displayed side by side on a 
station shelf. Suggest that the dealer 
give the customer a description of the 
merits of each battery each time he has 
a battery prospect. Then the salesman 


product...top quality should demonstrate this sales presen- 


tation with a simple and effective 


program...complete | story on the merits of each battery. 


The test cases on this indicate that 


policy. ..sound | customers usually pick the first-line or 
: e heavy duty batteries. The customer 
price ees right makes the decision. 


your pr ofit oe substantial Trade-In Allowance—Every dealer 


should have a battery trade-in plan 
that he can use effectively to help 
close sales. One way of closing a tire 
sale is to offer to buy the unused mile- 





It's good business to do 


. 
business with Thermoid! | age. I’ve seen dealers tell the cus- 
May we tell you why? | tomers they would like to buy that 


battery as it has salvage value. The 





| customer is usually intrigued with this 
Thermoid Company approach and asks what the dealer 
Special Sales Division means. The dealer merely explains 


that the customer’s battery appears to 
Trenton, New Jersey be about worn out and will possibly 


fail soon . . . that he would rather 
give the customer an allowance for 
the old battery on the purchase of a 
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THIS GUARANTEE SELLS TIRES 





What other line offers all these features ? 


1. *18-MONTH UNCONDITIONAL 
GUARANTEE. Unserviceable tire will 
be replaced by comparable new tire 
with full credit for the period of 
guarantee not realized. 

2. A great tire backed by a great 
manufacturer. 

3. 5520 road-holding safety sipes and 
gripping edges for greater protection 
on good roads and bad, 

4. Precision balance. 


5. A complete line of passenger and 
truck tires, all sizes. 

6. Powerful local and national advertis- 
ing to pre-sell your customers. 

7. And a protected franchise that 
makes sure you keep them. 











Norwalk gives you a sales advantage unmatched by any 
other tire. 


Here's a guarantee* that protects the buyer against ALL 
road hazards! Spikes, broken glass, blowouts, cuts — you 


name it — Norwalk covers it! 


A damaged tire is REPLACED with a new one — not 
merely repaired! 


And REGARDLESS of MILEAGE! Replacement, for instance, 
in the third month of service is made at only one-sixth the 
original cost of the tire—even if there's 10,000 miles on it! 


It's all certified in print*. No question- 
ing, no quibbling. Show the guarantee 
and you've made a sale! Write 
today for the whole profitable story. 
Armstrong-Norwalk Rubber Corpora- 


tion, Norwalk, Conn. 
COMPARE 


THE GUARANTEE! 


NORWALK = TIRES 


ie eee at Norwalk and West Haven, Conn., Natchez, Miss. and Des Moines, lowa 
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HANNAY HOSE REELS’ 


“save work and time’’, 
say the men who use them 


—e 





Satisfied users take time out to 
write us about how well Hannay 
Hose Reels serve them. Regardless 
of anything we may say about our 
product, this, after all, is the final, 
positive proof of performance. 





) 





Mr. T. J. Etheredge, Jr., Distributor of Gulf 
Oil Products in the city of North, South 
Carolina, writes, “We believe that the 
money invested in the Hannay Hose Reels 
has paid more dividends than any piece 
of equipment that we have ever purchased 
...actually save the equivalent of one-half 
the work and time of delivering fuel oil.” 


wANNAy 
HOSE REELS 


*U. S. Pat. No. 2,490,353 CLIFFORD B. HANNAY & SOW, Ix 


Patented 1950 in Canada WESTERIO NEW yore 


©1953 C.B.H. & S. Inc. 
MANUFACTURERS OF MANUAL AND POWER OPERATED HOSE REELS FOR EVERY PURPOSE 
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TBA 


new one to prevent him from having 
any inconvenience. 


Budget Plans—Every dealer should 
have some type of budget plan to offer. 
Possibly a three-month and a six- 
month plan with either weekly or 
monthly payments and a small carry- 
ing charge to defray the cost of book- 
keeping and credit losses. 

People in general are in the habit 
of buying on time payment plans. 
This is one of the best sales closers 
available, and it’s a good idea to use 
the battery trade-in to apply as part 
of the down payment. The customer 
is interested, as this reduces the 
amount he has to pay down. 

The battery stock carried by the 
dealer, his display methods, the bat- 
tery equipment he uses, a trade-in plan 
and budget plan are all tangible items 
where it’s easy to spot the need and 
do something about it. Most of us 
have been working toward correction 
of these needs because we can see 
them. 


Training Dealers—Right now spec- 
ial attention should be given to the 
intangible factor of what the service 
station salesman says to and does for 
the motorist. 

In selling this idea to the experi- 
enced oil company TBA salesman, his 
major objection is that the dealer will 
not accept criticism of his methods 
for serving gasoline customers. This 
hurdle is easily surmounted by several 
approaches. 

In the case of the average dealer 
who has one or more men working 
for him, the salesman can discuss his 
plan with the dealer and then sell the 
dealer on letting him give the story 
to his men. Then he can follow 
through with the men while they serve 
customers at the pumps. If the sales- 
man has a good story, most dealers 
will agree and be most appreciative. 

Some of this training will rub off 
on the dealer when he sees the in- 
crease in battery sales and that other 
sales automatically increase. This plan 
can be followed whether the salesman 
wears a service coat and actually de- 
monstrates with customers, or if he 
prefers to discuss the plan with the 
men and then talk over each contact 
after the customer leaves. 

The average dealer thinks he is al- 
ready doing a good job of battery 
service. If we merely talk about this 
with dealers and do the usual, we won't 
show much improvement. Instead, 
we've got to watch and discuss cus- 
tomer contacts and do a lot of demon- 
strating—we've got to be practical. 
And we should double our battery 
business. 


George R. Miller 


Miller New Chairman 


George R. Miller was elected inter- 
national chairman of the Oil Industry 
TBA group at the annual convention 
held in St. Louis, Dec. 7-8. 


He spent his youth in Ohio, and 
entered the oil business with Sinclair 
in western Pennsylvania, in 1934. 


He then became a district super- 
intendent for Sinclair in Newark, N.J., 
and later resident manager in Phila- 
delphia. By 1938 he was in California 
with Richfield Oil Corp. He was made 
manager of merchandising and TBA 
sales for Richfield in 1953. 


Mr. Miller is a 30-year man in the 
American Petroleum Institute and is 
an active participant in the API Mar- 
keting Division. He is a member of the 
Wilshire Country Club, takes part in 
local Red Cross and Chamber of Com- 
merce activities, and serves as director 
of the Trojaneer Club. 





... in brief 


New Radiator Hose Line 


Durkee-Atwood Co., Minneapolis, 
has added Red Flex-Line straight flex- 
ible hose to its line of automotive 
radiator hose. Designed to fit most 
automotive hose requirements, it is 
said to provide easier and faster in- 
stallation. Red in color, the hose comes 
in three-foot lengths with six inside 
dimensions. 


Tubeless Tire Mounter 


Coats Loaders & Stackers, Inc., Fort 
Dodge, Iowa, has announced an im- 
proved model of its Tubeless Tire 
Mounting Band designed to speed up 
tubeless tire service. Extra built-in 
leverage in the handle applies more 
pressure to the tire, forcing the beads 
firmly into the bead seats on the rim, 
says the company. The handle then 
locks to hold the beads securely in 
place so the tire can be easily inflated 
to seal the beads. The new mounter 
is fully and quickly adjustable to all 
sizes of passenger car tubeless tires. 


Spark Plug Wiring 

Electric Auto-Lite Co., Toledo, 
claims its new “Neosheath” spark plug 
wire offers thorough protection against 
flashover from the distributor to the 
spark plug electrodes. In addition, the 
wire is highly resistant to severe con- 
ditions of heat, oil and corona, says 
Auto-Lite, and protects truck and car 
ignitions from snow and rain, marine 
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engines from moisture and fire haz- 
ards, and farm equipment and station- 
ary engines from wet weather or dust. 
An integrally molded spark plug cover 
and cable assembly, the molded Neo- 
sheath boot, is bonded to the insula- 
tion and fits tightly on the spark plug, 
the company says. 


Staff Changes at AP Parts 


O. A. Roeger has been named sales 
manager of the AP Parts Corp., in 
Toledo, succeeding H. Gail Kreis, who 
has resigned for reasons of health, 
and moved to Phoenix, Ariz. 





On the Cover 


Top photo on this week’s cover 
shows oil men following regis- 
tration at the St. Louis Oil-TBA 
convention. Left to right are 
George Pfahler, The Texas Co., 
Chicago; George Ezeard, Cities 
Service Oil Co. of Canada, To- 
ronto; N. R. Thomason Cities 
Service, St. Paul; C. K. Van 
Houten, Cities Service, St. Louis; 
and L. C. McElhany, Cities 
Service, Cleveland. 

Lower picture shows the con- 
vention registration team. Left 
to right (in rear) are A. H. Heid- 
ingsfelder, Pan-Am Southern, 
New Orleans; R. W. Stoll, 
Gould-National, St. Paul; Roy 
Maddux, Cities Service, Kansas 
City. In front of the counter are 
new arrivals Vince Brophy, Sin- 
clair, New York; and Al Stewart, 
Prairie States Oil & Grease Co., 

Danville, Ill. 














Station Permits Show Gain in October 


The number of building permits issued for the construction of 
new service stations continued during October at the same high rate 
of the past several months. 


Station permits approved through- 
out the whole country in October ex- 
ceeded by 16% the number of per- 
mits issued during October, 1952. 

The amount of permit valuation in- 
creased even more, percentagewise. 
Permits were approved during Octo- 
ber, 1953, for 449 stations at a valua- 
tion of $6,695,000. Last October 392 
permits were issued with a valuation 


(Valuations shown are in thousands of dollars.) 
REGION AND STATE Number Valuation 


October September October October September October 
1953* 1953 1952 1953* 1953 1952 


Total 449 392 $6,695 $6,591 $5,023 


= 
v=) 


New England 
Connecticut 
h« #e 
Massachusetts 
New Hampshire 
Rhode Island 
Vermont 


Middle Atlantic 
New Jersey 
New York 
Pennsylvania 


East North Central 
Illinois . . 
Indiana ... 
Michigan 
Ohio 
Wisconsin 

West North Central 
lowa 
Kansas : 
Minnesota 
Missouri .. 
Nebraska 
North Dakota 
South Dakota 


South Atlantic 
Delaware .. 
Washington, D. C. 
eR 
Georgia ..... 
Maryland . 
North Carolina 
South Carolina 
Virginia ..... 
West Virginia 

East South Central 
Alabama ... 
Kentucky . 
Mississippi 
Tennessee 

West South Central 
Arkansas 
Louisiana . 
Oklahoma 
Texas 


Arizona .... 
Colorado 
Idaho ..... 
Montana ... 
Nevada . 
New Mexico 
Utah ; 
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of $5,023,000. This meant that sta- 
tion building permits approved dur- 
ing October, 1953, had an estimated 
value 33% greater than plans ap- 
proved during October, 1952 
The East North Central area, with 
108 new station permits approved, 
led territorial subdivision in the sur- 
vey. The West North Central section 
registered 46 permits. These two sub- 
divisions include the states of: Il- 
linois, Indiana, Michigan, Ohio, Iowa, 
Wisconsin, Kansas, Minnesota, Mis- 
souri, Nebraska, and the Dakotas. 
The three East Coast areas were 
second highest with a total of 149 per- 
mits. 
Source of Statistics—The Bureau of 
Labor Statistics estimates the permit 
valuation figures through checks with 
city and town officials. Figures include 
construction within urban places— 
all incorporated places of 2,500 popu- 
lation or more in 1940—plus a few 
unincorporated civil divisions. 
Volume of building actually started 
during each month is not represented. 
No adjustment has been made for 
lapsed building permits, nor for the 
lag between issuance of a permit and 
actual start of construction. 


All Bidders Eligible 
On Thruway Station 


Regardless of limits set by law on 
the number of service stations with the 
same brand operating on the Buffalo- 
New York Thruway, the New York 
Thruway Authority has announced all 
prospective operators will be eligible 
to bid on the proposed Ardsley super- 
service station. 

The Authority stated it will not re- 
duce the $40,000 minimum guarantee 
to be required of lessees. However, 
that minimum will not be effective 
until the Thruway has been substan- 
tially completed and opened from Buf- 
falo to Suffern. 

Also, the Authority said it will allow 
third-party operation. 


NATIONAL PETROLEUM NEWS + December 23, 1953 











” ~ 
el i 
ates 
/ ; < Mee Ps 
~ 4 ‘ . 


aberatory proof! 


ae Once again WIX Oil Filter Cartridges prove 
“their superior performance with — 


W/L UTE 


The Modern Depth Type Filtrant for Modern 
Oils and Partial Flow Filtration System 
Engines. 
FOR FULL FLOW CHECK THE FILTER WHEN YOU CHECK 
FILTRATION THE OIL—AND CHANGE TO WIX 


POROSITE Get THE bint OUT —Leave THe appitives /N 


manufacturers’ 
\ ap Geen a nen a Benen. 
IN CANADA: WIX ACCESSORIES CORP. LTD., TORONTO 
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ALUMINUM ALLOY CASES! 


The larger sizes of Rotocycle meters—the Models 
BLX 4, 5 and 6 are now available with cast aluminum 
cases where specified. This makes them easier to 
handle and install and more acceptable for high 
octane and aviation gasoline. 






































STAR PERFORMER IN THE FIELD 


You can cut truck loading time away down with the 
newly redesigned BLX series Rockwell Rotocycle meters. 
That means more fills per hour or per day— 
less wasted truck time. 
In this design everything revolves freely ‘‘Flo-ward"’ 
like an electric motor on ball bearing mounts. There 
are no pressure absorbing reverse movements—no 
oscillating parts, valves or pistons to wear and ‘‘brake."’ 
Write. today for full facts on all the advantages of 
using free-running, precision Rockwell Rotocycle meters on 
your lines. They make accounting positive, auditing certain. 


ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. * Atlanta * Boston * Chicago * Houston 
Kansas City * Los Angeles * New York * Pittsburgh * San Francisco 
Seattle * Tulsa * In Canada: Peacock Brothers Limited 
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Oil Storage Tank Looks Like Planetarium 


This Shell Oil Co. storage tank at Spartanburg, S. C., looks like a star-gazing 
penthouse. Actually, it is a new type of tank which conserves vapors from gaso- 
line. The tank was erected by Chicago Bridge and Iron Co. 


Dispenser Hose Coupling 


A line of permanent receptacles is 
designed to make the repair or replace- 
ment of hose on gasoline dispensers a 
quick and easy task. No special tools 
are required. After installing the re- 
ceptacles, the hose is inserted into the 
receptacle and the adaptor is turned 
and locked. This makes it possible for 
the station man to replace or repair a 
damaged hose in a short time. The 
couplings are made in % in. x % in. 
and % in. x 1 in. sizes. Richmond Oil 
Equipment Co., Inc. 


Circle No. 1 on Reply Coupon 


Square Truck Tank Manifold 


A new manifold for truck tanks pro- 
vides weight savings of 6% in the 2-in. 
size; 14% at 3 in., and 18% in the 
4-in. size. Also, the manifold hanger 
heads are 50% lighter on the 3-in. size, 


and 53% lighter on 4 in. valve mani- 
folds. Additional weight reductions 
have been made on connections to the 
manifold. As an example of the lighter 
weight of a complete installation on a 
3 in., three-compartment unit, the 
complete manifold, with connections, 
saves 15 Ib. for a 24% over-all reduc- 
tion in weight. The new manifold also 


provides increased discharge rate. The 
square construction, said to be exclu- 
sive with the new design, cuts shipping 
costs and is easier to install. The new 
units are additional to the manufac- 
turer’s cylindrical manifold systems. 
Betts Machine Co. 


Circle No. 2 on Reply Coupon 


Rust Remover 


A wipe-on, wipe-off rust remover 
designed for household and auto- 
mobile uses, will be introduced early 
in 1954. The compound is non-abras- 
ive and will not damage the car finish 
or other painted surfaces. Recom- 
mended uses are on chrome, copper, 
aluminum, brass, bronze, cutlery, home 
appliances and fixtures, guns, tools, 
toys and many other materials. J. F. 
Kerns Co. 


Circle No. 3 on Reply Coupon 


Insulated Asphalt Tank 


A vermiculite-insulated asphalt stor- 
age tank built to order for a road 
contractor has delivered greater effici- 
ency and lower operating costs. The 
contractor said the tank cut costs by 
keeping asphalt hot longer. Measuring 
35 ft. long and eight ft. in diameter, 
the two-compartment tank is insulated 
with vermiculite poured into a 2% 
in. space between the tank and the 
14-gauge steel jacket. Zonolite Co. 


Circle No. 4 on Reply Coupon 


Non-Corrosive Plastic Pipe 


New, rigid lightweight plastic pipe 
and slip-sleeve fittings have strong 
resistance to chemical corrosion and 








FOR FURTHER INFORMATION 


On Any Equipment or Literature Described in This Issue 


HERE'S WHAT YOU DO: 


Circle the number on the coupon on next page which 
corresponds to the one that appears at the end of the 
item in which you are interested 


Fill in your name, address 
Clip the coupon 
Mail it to the Readers 


Tihislaulelaielime ladle: 


AL PETROLEUM NEWS, 330 W.42nd St 


NATION 
New York 36, 


N. Y¥. This department will forward vour inquiry to the 


manufacturer 
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can be adapted to many uses where 
corrosion from alkalies and acids is a 
problem. Made from polyvinyl chlo- 
ride resin plastic, the pipe is five 
times lighter than steel, permitting 
ease of handling, storage and ship- 
ment. The plastic pipe also is consider- 
ably less expensive than metal pipes. 
Alpha Plastics Inc. 


Circle No. 5 on Reply Coupon 





Disposable Work Cap 


A disposable work cap made of 
heavy Kraft paper treated with neo- 
prene synthetic rubber now is being 
offered nationally. The cap was tested 
in a chemical plant where it was found 
that the customary cloth caps often 
could not be worn after the first 
laundering. The neoprene paper cap 
costs one-third less than the cloth cap, 
is water-repellent and comes pre- 
treated with a flame retardant. Record 
Industrial Co. 


Circle No. 6 on Reply Coupon 


Welding Cable Jacket 


A tough Neoprene compound used 
in the jacket gives a new all-purpose 
arc welding cable greater durability 
under severe service conditions. Neo- 
prene is used because of its high re- 
sistance to heat, hydrocarbons, oils, 
greases and acid. The cable is packed 
in 250-ft. coils or 1000-ft. reels and 
comes in sizes from No. 6 to No. 4/0. 
Dalweld Co. 


Circle No. 7 on Reply Coupon 


Centralized Lubrication 


New centralized lubrication systems 
on industrial trucks makes possible 
complete lubrication in less than 60 
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seconds. Starving or over-lubrication 
of bearings is prevented, increasing 
bearing life and reducing waste. The 
system makes possible grease applica- 
tion to any number of points. Elwell- 
Parker Electric Co. 


Circle No. 8 on Reply Coupon 


Automotive Chemicals 


A line of 16 automotive chemicals 
has been introduced nationally through 
200 distributors. Included in the list 
of new products are puncture sealant, 
bicycle tire sealant, piston power seal, 
chrome treatment kit, chrome protec- 
tor, chrome cleaner and rust remover, 
radiator sealer, radiator cleaner, radia- 
tor anti-rust and water pump lubri- 
cator, upholstery cleaner and spot 
remover, white wall cleaner, magic 
polishing cloth, body finish restorer, 
highway safety flare, ring seal and 
anti-fog cloth. Safe-T-Gard, Inc. 

Circle No. 9 on Reply Coupon 


UL-Approved Fork Trucks 


An improved group of electric fork 
lift trucks is the first to be approved 
by Underwriters’ Laboratories for use 
in hazardous locations involving fire 
or explosion. Considerable savings in 
cost, time, space and man-hours are 
predicted for manufacturers and ware- 
housemen through use of the trucks. 
Only the approved trucks are recom- 
mended for use in atmospheres con- 
taining gasoline, petroleum, naptha, 
alcohols, acetone, lacquer solvent va- 
pors and natural gas. Automatic Trans- 
portation Co. 


Circle No. 10 on Reply Coupon 
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Now ... new, exclusive 


Air Lock brings “push- 


button” convenience to 


tire changing! 


As simple as ringing your 
doorbell . . . as foolproof 
as a light switch . . . that's 
the speed and depend- 
ability Big Four's amazing 
new Henderson Air Lock 
now brings to tire changing. 
No more fumbling and 


fussing with gadgets that BIG FOUR’S 
center and lock wheel... 


no more wasted time and HENDERSON AIR 
motion . . . Big Four's new LOCK AVAILABLE 
Air Lock does both jobs IN TWO NEW TIRE 


instantly, automatically. 

And since both lock valve ; CHANGER MODELS 
and release button are con- 

veniently located, there's 

no necessity to walk around 

machine. Time consuming 

steps are eliminated .. . 

changer operates in a 

minimum of space! 


Both economy -priced Standard 

Model and heavy-duty Super 

Model include Air Lock os well as 

all the features that have made 

IE Inc the present Henderson Model so 

ad popular 

HENDERSON TIRE CHANGER DIVISION See Big Four's new Henderson 
models and the amazing Air Lock, 

5938 CARTHAGE AVE. CINCINNATI 12, OHIO yourself. Call your Aeihd a 
demonstration; or write, wire or 


phone for the name of your neor- 
est distributor 
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The one strongest TBA sales-and-profit power 
you can put in your dealers’ hands is the 
U. S. Royal Program. Time after time, it 
brings station-operators extra and easier 
sales success. And time after time, as a 
result, it insures oil marketers less dealer 
turnover—more dealer stability. 






































The reason’s simple: this program delivers 
just what dealers need. A line of prod- 
ucts unrivaled in the TBA industry—each 
with its own “‘edge”’ of demonstrable selling 
features—each known and bought by 
millions. A level of profits that tops the 
field year after year, all year long! 


LIFEWALL LIFEWALL THE U. S. TIRE 
U.S. ROYAL MASTER @ U.S.ROVALAIRRIDE @ U.S.ROVALDELUXE @ #THEU.S.TRE.ELP. ©@ 


UNITED STATES RUBBER COMPANY 
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LITERATURE 
Laboratory Services 


A detailed description of laboratory 
services available for testing gasoline, 
protective coatings and other products 
is contained in a 20-page brochure. 
One section covers protective coatings, 
another deals with gasoline testing in 
so far as additives are concerned. 
Eastman Chemical Products, Inc. 


Circle No. 11 on Reply Coupon 


Fire Protective Vault Doors 


Vault doors that offer certified fire 
protection to correspond to the rated 
resistance of existing vaults are the 
subject of an eight-page folder. The 
advantages of such protection for 
records and the various types of doors 
available are given. Remington-Rand 
Inc. 


Circle No. 12 on Reply Coupon 


Filing Systems 

A couple of new booklets empha- 
size the importance of selecting the 
proper filing system to suit the needs 
of a business, and offer filing analysts 
and installation experts information to 
help select the system and to make it 


produce properly. 
Inc. 
Circle No. 13 on Reply Coupon 


Remington-Rand 


Metal Castings 


Meehanite castings for such uses as 
pump housings, crankshafts, etc., are 
described in an 8-page folder. Charac- 
teristics of the material, properties, 
hardenability, section strength, and 
comparative properties of other cast 
metals are given in the folder. Typical 
applications are pictured. American 
Brake Shoe Co. 


Circle No. 14 on Reply Coupon 


Storage Shelters 


Flexible storage shelters for use as 
warehouses and covers for equipment 
are described in a new folder. Actual 
practical use of the shelters for oil 
marketing operations are still unde- 
termined, but it may find numerous 
applications. Yard-Stor Shelter Co. 


Circle No. 15 on Reply Coupon 


Key Switches 


A comprehensive catalog illustrates 
“telephone-type” components for in- 
dustrial use. The booklet contains spe- 





introducing 


tHE NEW 


cifications and general data on key 
switches, impulsing devices, switch- 
board lamps, jacks and caps, and 
other control devices. Automatic Elec- 
tric Co. 

Circle No. 16 on Reply Coupon 


LP-Gas Valves 


A new brochure illustrates and de- 
scribes a line of LP-gas valves. Con- 
struction details, basic specifications, 
and valve applications are furnished 
for several types of valves. The units 
are recommended for LP-gas whether 
handled in liquid or gaseous state and 
are designed for application on all 
types of piping systems for storing, 
transporting, and utilizing these gases. 
The Fairbanks Co. 

Co. 


Circle No. 17 on Reply Coupon 


All-Steel Building 


Two styles of all-steel buildings, de- 
signed for use in manufacturing or 
warehousing facilities, are described 
in new folders. Insulated construction 
is illustrated together with photos 
showing how the buildings are erected. 
Great Lakes Steel Corp. 


Circle No. 18 on Reply Coupon 


CUSTOM-BUILT 
LONG-RANGE 


LOADING ASSEMBLY 


BEARING 
EQUIPPED _— 
a 


—_——E 


miza - 


| TIMKE — 


| 


To meet the 
advancing needs 
of the industry 


This newly designed and successfully-field-tested assembly of extreme 
long range, wi + re-spotting, loads transports a tank cars 
with unsurpassed speed, greater flexibility and trouble-free handling. 
It includes two of the new Oilco (No. ) swing joints, oqdopes 
with TIMKEN ta, roller bearings which insure greater friction- 
free load capacities. 

joints are packed with ““O" ring seals operating 
against a c surfaces to quard . Br leakage and wear. 
Repackin ime less than 15 ut ‘or lete bly, 
without dismantling any connections. 


The assembly and alignments are perfectly engi 


These new swi 





ed in k 





with Oilco's high standards with precision hardened ground bear- 


ings and races on all swing joints, except No. 827. Soft or flame- 
hardened materials have no part in the construction. 


. Kg 


No. 462 


Sizes: 3” x 4” 


+ 


No. 827 swing joint provides 360-degree rotation of the drop tube 
and is provided with handle to facilitate operation. 
Compression springs which never fatigue, operate in conjunction 
with perforated lever arms to accomplish desired torque and angles 
of vertical movement. Thereby, the vertical movement is spring- 
balanced and the loading arm remains in loading position without 
locking devices or manual effort. The assembly wil! rise 60 degrees 
above and descend 45 degrees below horizontal. 
The assembly includes No. 150 self-closing shock-proof loading line 
valve; and a Timken bearing pillow block at the top of the riser 
which dispenses with the need for an additional! swing joint. All 
joints are grounded with static connections. 
Completely assembled at the factory. Bolt up the flanges and you 
are ready to proceed with speedy, care-free volume loading. 
Write for descriptive folder, A-2, for added details. 


OIL EQUIPMENT MANUFACTURING COMPANY 


INCORP 


3100 VERMONT AVE 
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NEWS OF MANUFACTURERS 





Memphis Representative 


The M. H. Ellis Co. is now han- 
dling the Insul-Mastic Corp. of Amer- 
ica’s line of coatings in the Memphis, 
Tenn., area. The company will con- 
tract for the waterproofing of build- 
ings, using the same coating as on 
industrial equipment except for a dec- 
orative finish of colored stone granules 


Jack Maker Moves 


Templeton, Kenly & Co., manufac- 
turer of Simplex Jacks, has moved into 
its new plant in Broadview, Ill. The 
move to larger, more efficient quarters 


was dictated by the development of 
new products, particularly hydraulic 
jacks and pullers. The new plant con- 
tains 96,000 sq. ft. of space. 


A. O. Smith Buys Glascote 


A. O. Smith Corp. of Milwaukee 
has purchased Glascote Products, 
Inc., Cleveland, a manufacturer of 
glass-coated equipment for the chemi- 
cal and chemical processing indus- 
tries. 

Glascote, founded 35 years ago, 
will be operated as a subsidiary of 
A. O. Smith and will retain its present 





FOR QUICK-OPENING, TIGHT-CLOSING, 


no matter 
who 


builds your 


tank trucks 





Standard 
Manhole 

Size 12” x 16” with 
6%", 8”, or 10” fill 
Opening. A slight turn 
of locking ring opens 
and closes cover. 


i 


Self-Closing 
Manhole 


Size 12” x 16” with 
10” fill opening. Self- 
closing, with positive 
locking device. 
Opened by raising 
lever on either side. 


14” Diameter 
Self-Closing 
Manhole 


For heovy  fuel-oil 
tanks. Self-closing, 
with positive locking 
device. To open, lift 
either lock arm and 
raise cap. 


PHILADELPHIA VALVE COMPANY 





POSITIVE-LOCKING MANHOLES 


Write the words “Manholes by 
Philadelphia Valve” into your 
order. These quick-opening man- 
holes are absolutely tight. They 
surpass every fire underwriter’s 
standard. They open and close 
easily and quickly. They are built 
to outlast the tank. 

Each type of manhole is simple, 
strong, and foolproof. Covers are 
leakproof. Covers and plugs are of 
malleable iron or heat-treated alu- 
minum. No cast iron. is used. 
“5-in-1” vents automatically close 
if truck upsets, and will release 
under 6 lbs. pressure to prevent 
explosion in case of fire. Gaskets 
are easy to keep tight. 

Philadelphia Valve manholes are 
standard with many major oil com- 
panies from coast to coast. Make 
them standard on your tank 
trucks, too! 

Send for catalog 170 for descrip- 
tions and engineering drawings of 
all Philadelphia Valve Company 
products. 


3415 Aramingo Avenue, Philadelphia 34, Pa. 


Pacific Coast Distributors: 
Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, California 
Howard Supply Co., 5125 Santa Fe Avenue, Los Angeles 11, California 








name. L. T. Hickey, member of the 
A. O. Smith management staff, has 
been named vice president and general 
manager of the company. 


Service School On Tour 


Clark Equipment Co. has put a 
mobile service school on the road to 
train customers’ personnel in mainte- 
nance and operation of fork trucks, 
towing tractors, Ross straddle carriers 
and other equipment for handling ma- 
terials. Special emphasis in the course 
is on “preventive maintenance.” 

The school covers concentrated 
study of recent developments in the 
field and only employes already fa- 
miliar with general automotive main- 
tenance and repair techniques are 
eligible. Clark plans to send the unit 
through all 48 states, holding sessions 
in each dealer’s area. ‘ 


Lear Represents Insul-Mastic 


Robert Lear & Son, Louisville, Ky., 
is now representing the Insul-Mastic 
Corp. of America in that area. The 
company will sell the manufacturer’s 
line of pressure-applied, asphaltic 
type coatings. 


Clark Revamps Dealer Setup 


Clark Equipment Co. is revamping 
its dealer organization in the East to 
handle its newly-acquired Ross strad- 
dle carriers and fork truck lines. 
Clark dealers affected are Materials 
Handling, Inc., Pittsburgh; Fallsway 
Spring and Equipment Co., Baltimore, 
Md.; C. E. Reutter Corp., New 
Haven, Conn.; Rushmore, Weber and 
Case, Inc., Latham, N.Y.; and Brodie 
Industrial Trucks, Inc., Malden, Mass., 
and Buffalo, N.Y. Under the new 
plan, Clark dealers will add Ross 
products to their regular sales and 
service activities. 


New Rubber Warehouse 


A new stock-carrying factory ware- 
house and sales office has been estab- 
lished by Quaker Rubber Corp., Di- 
vision of H. K. Porter Co., Inc., in 
Los Angeles. The new branch is un- 
der the supervision of James Joyner. 


Vanton Changes Name 


The Vanton Pump Corp. has 
changed its name to Vanton Pump 
and Equipment Corp. The company 
also has moved its plant from Long 
Island City to a new building on the 
premises of its affiliate company, the 
Cooper Alloy Foundry Co., Hillside, 
N. J. Executive and sales office will 
remain in New York City. 
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"e@)Nke - - - interpreting the oil news 


Midwest 


By Leonard Castle 


Know the Market—A major com- 
pany marketing executive with whom 
we were chatting last week believes 
that many Independent marketers, 
while efficient in most respects, often 
fail to keep themselves informed about 
demand conditions in their own mar- 
keting areas. 

Without this knowledge, he pointed 
out, the jobber has difficulty planning 
his operations for the future. This con- 
dition also leads some marketers to 
indulge in price cutting in the erro- 
neous belief they are losing part of 
their share of the market to com- 
petitors. 

The constant study of local demand 
conditions is a part of the “scientific” 
approach to marketing which A. W. 
Peake, president of Indiana Standard, 
says will be of “primary importance” 
in the years to come. 

Speaking before the API’s Division 
of Marketing last month in Chicago, 
Mr. Peake commented that the change 
from a seller’s to a buyer’s market “has 
put it squarely up to the marketer to 
perform a profitable selling job instead 
of just distributing products.” 

“As the customer takes on increased 
importance, so do marketing research 
techniques,” Mr. Peake. declared. 
“What influences people to buy and 
what keeps them coming back are 
matters to which the efficient mar- 
keter will direct more and more atten- 
tion . . . From here on out we must 
rely on facts—not fancy—not opinions 
or guesses. Refusing to face economic 
facts can have grave consequences.” 

‘Science’ Needed — The marketing 
executive backed up Mr. Peake’s con- 
tention by saying that the Independent 
who uses the “scientific” approach to 
keep himself abreast of local market- 
ing conditions will be in a much better 
position to determine, for example, 
whether increasing demand in his own 
area warrants the construction of a 
new service station. 

“But too many jobbers don’t take 
the time to make periodic studies of 
their local markets,” he said. “They'll 
read in a trade publication that de- 
mand for petroleum products in the 
nation during the next year will in- 
crease 5 or 6%. They'll immediately 
jump to the conclusion they can 


depend on a similar increase in their 
locality. 

“But that is an over-all increase and 
there are many sections where de- 
mand this year remained about even 
with 1952. 

“This lack of knowledge about local 
demand conditions also can lead to 
unstable market conditions. A jobber 
looks over his books and finds that his 
gallonage is about even with last year. 
He remembers that consumption was 
supposed to be up 5%. He imme- 
diately jumps to the conclusion that 
he isn’t getting his share of that in- 
crease and decides to cut his price. If 
he had studied local conditions he 
would have known that demand in his 
area was about the same as last year 
and actually he was in a relatively 
good position.” 

How to Do It—Jobbers, of course, 
don’t have the research facilities of 
major companies. But they can keep 
abreast of trends by checking gasoline 
consumption figures with their state 
gasoline tax and inspection depart- 
ments. They also can obtain a break- 
down of motor vehicle registrations for 
their own counties. 

How much consumption may vary 
by localities is indicated by gasoline 
tax figures for Midwestern states dur- 
ing the first four months of 1953. All 
of them showed an increase over the 
same period of 1952 by these amounts: 
North Dakota, 5.5%; South Dakota, 
9.9%; Nebraska, 4.7%; Kansas, 3.4%; 
Minnesota, 5.2%; Iowa, 0.6%; Mis- 
souri, 2.8%; Wisconsin, 4.2%; IIli- 
nois, 3.2%; Indiana, 4.9%; and 
Michigan, 8.9%. 

An uninformed Iowa jobber might 
be surprised to learn that demand in 
his state was up only 0.6%. But, if he 
were keeping abreast of local condi- 
tions, he would know that demand in 
Iowa is remaining about steady be- 
cause it was the first state to reach the 
saturation point on farm mechaniza- 
tion. 

For example, Iowa’s gasoline con- 
sumption in October (98 million gal.) 
showed only a small gain of 1.2% 
over the state’s volume in October, 
1952. 


Quintuple Opening — A grand 
opening of five new Pure Oil stations 
to be supplied by Perry Long, Pure 
distributor, was held recently in Fargo, 
N. D. As part of the festivities, Mr. 
Long presented, on behalf of the five 
dealers, a new 21-inch television set 
to the Veterans Hospital. 

Each of the new stations provided 
free gifts for open house visitors and 
drivers who visited all five stations 
received sets of glass fumblers. 
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Pacific Coast 


By Frank Breese 


Sunset Claims Top—Last week the 
Sunset Oil Co. laid claim to being the 
largest independent petroleum market- 
ing company on the West Coast. Sun- 
set had just acquired another string of 
18 service stations, giving it more than 
300 retail outlets. 

There has been some discussion 
among marketers about Sunset’s claim. 
Both Wilshire Oil Co. and Hancock 
Oil Co., headquartered in Los Angeles 
with Sunset, can challenge Sunset on 
taxable gallonage volume. But Sunset’s 
retail representation is more extensive. 

In California, Sunset ranks 13th 
among marketing companies in taxable 
gasoline gallonage—behind the seven 
majors and Wilshire, Hancock, Bank- 
line Oil Co., Seaside (a subsidiary of 
Tide Water Associated) and Mohawk 
Petroleum Corp. Sunset is the only one 
of that group of non-majors that mar- 
kets through its own outlets in the 
Pacific Northwest. 

In Washington, Sunset has been in 
12th place in volume—behind the 
seven West Coast majors, Phillips, 
Time Oil, True Oil and Washington 
Cooperative Farmers Assn. In Oregon, 
Sunset is 10th, trailing the seven West 
Coast majors, Northwest Oil Co. and 
Fletcher Oil Co. 

Individual state tax figures credited 
Sunset with more than 7,250,000 gal. 
in the three states before taking over 
the 18 Craig outlets. Addition of those 
is expected to boost Sunset’s total 
above 8,000,000 gal. 


Awaiting Invasion?—The latest Sun- 
set development stirred up some spec- 
ulation that Sunset may be building a 
chain for possible resale to some major 
east of the Rockies. Recurrent rumor 
has it that one major or another is 
going to invade the Pacific market. 

Sunset, according to the speculation, 
would be able to offer a ready-made 
chain with representation in most of 
the big cities of the three coastal states. 

During the past three years, Sunset 
has been busy developing its retail 
outlets, acquiring multipumps and get- 
ting rid of some the marginal conven- 
tionals. 


Sales Session—Last week (Dec. 16- 


18), Tide Water Associated held its an- 
nual conference of sales managers and 


51 








REGIONS 


sales supervisors to work over 1954 
plans and sales quotas. Associated re- 
ported that agenda included: service 
station cleanliness and operation, mo- 
tor oil sales, advertising and sales pro- 
motion plans, refining operations, cred- 
it cards, retail and wholesale product 
sales and developing new stations. 
Record for ‘Clippers’—Two more 
examples of the prodigious perform- 
ance of “clipper” gasoline trucks oc- 
curred recently in General Petroleum’s 
distribution system. 

One of them hauled more than 1,- 
000,000 gal. of gasoline in a month 
for the first time. In October, a 6,700- 
gal. capacity semi-trailer delivered 1,- 
052,349 gal., working out of the Ver- 


non (Los Angeles) terminal of the 
southern California division. That’s 
25% better than the 800,000 gal. 
which many clippers in a number of 
companies have achieved as a working 
average. Tom McLean, dispatcher, has 
been credited with that one million- 
plus achievement. 

In Tacoma, Wash., a 5,100-gal. clip- 
per had been averaging some 400,000 
gal. a month. After a huddle of operat- 
ing personnel, ways and means of 
improving that figure were tried out. 
The next month, the total was doubled, 
topping 800,000 gal. Dale Finley, dis- 
patcher, directed that accomplishment. 
Tailored Tankers—Like other ma- 
jors, Tide Water Associated is going 








in for the modern tankers that trim the 
cost of product transportation. 

Keel was laid on the first of twin 
tankships to be built for the company 
by Bethlehem Sparrows Point Ship- 
yard.. The new ships will run about 
16,000 tons deadweight capacity, and 
have been designed to serve Pacific 
coast terminals, some of which have 
limited sea room and channel depth. 
Turbine-powered, the tankers will be 
514 ft. long with a beam of 68 ft., and 
30 ft. draft, capable of accommodating 
six types of liquid oil products through 
independent systems. 

Delivery of the first ship is expected 
next June, and the second in Novem- 
ber. 





See) NO MUGS 


2.9% Oil Demand 


The demand for all oils in 
1954 is expected to increase an 
average of 2.9% over 1953 ac- 
cording to estimates made by the 
Bureau of Mines. 

These estimates forecast an in- 
crease of 4% in domestic de- 
mand. But this increase is partly 
offset by an expected 20% drop 
in export demand and 2% de- 
crease in residual demand. 

The 2.9% increase in total demand 
for oil means that the markets are ex- 


Increase Seen 


pected to require a total of 8,340,000 
b/d of all oils in 1954. 

To help satisfy the domestic de- 
mand, which is seen rising to 8,030,- 
000 b/d, imports are expected to in- 
crease 5% next year to a total of 
1,096,000 b/d. 

The domestic demand was estimated 
as: gasoline 5%, distillate fuel 9%, 
kerosine 4%, miscellaneous products 
3% . However, the demand for residual 
fuel oil is expected to drop 2%. 

The forecast for a large increase in 


U. S. Supply and Demand All Oils 
Estimated For 1953 and Forecast of 1954 


(Millions of Bbl.) 


Year Year 
1953 1954 
Production 2,611.0 2,652.0 
Crude 2,368.0 2,393.0 
Other oils 243.0 259.0 
Imports ......... 381.0 400.0 
Crude 238.0 250.0 
Refined ......... 143.0 150.0 
New Supply . . 2,992.0 3,052.0 
Total Demand _.. . 2,959.0 3,044.0 
Motor fuel ... 1,271.0 1,325.0 
Residual ... 598.0 581.0 
Distillate 537.0 580.0 
Kerosine _... 133.0 136.0 
All other ..... ; 420.0 422.0 
Export Demand 141.0 113.0 
> ey 19,0 12.0 
Refined ..... 122.0 101.0 
Domestic Demand 2,818.0 2,931.0 
Motor fuel 1,233.0 1,294.0 
Residual .... 574.0 563.0 
Distillate ... 506.0 553.0 
Kerosine .... 126.0 131.0 
All others . 379.0 390.0 





First Second Third Fourth 
Quarter Quarter Quarter 

1954 1954 1954 1954 
657.0 655.0 667.0 673.0 
593,0 592.5 602.5 605.0 
64.0 62.5 64.5 68.0 
102.0 94.0 95.0 109.0 
57.0 61.0 65.0 67.0 
45.0 33.0 30.0 42.0 
759.0 749.0 762.0 782.0 
797.0 718.0 719.0 810.0 
295.0 347.0 353.0 330.0 
165.0 134.0 127.0 155.0 
197.0 109.0 99.0 175.0 
47.0 22.0 21.0 46.0 
93.0 106.0 119.0 104.0 
29.0 32.0 28.0 24.0 
3.0 3.0 3.0 3.0 
26.0 29.0 25.0 21.0 
768.0 686.0 691.0 786.0 
287.0 338.0 345.0 324.0 
160.0 129.0 123.0 151.0 
190.0 101.0 92.0 170.0 
46.0 20.0 20.0 45.0 
85.0 98.0 111.0 96.0 


distillate demand next year was based 
on an assumption that the country 
would have normal weather next year 
as compared to the mild 1953 temper- 
atures. The decline in demand for 
residual fuel can be traced to a moder- 
ate decrease in the use of residual by 
railroads and industry. 

The Bureau estimated that 6,556,- 
000 b/d of crude oil would be pro- 
duced in 1954, and that “other light 
oils” production would total 710,000 
b/d. This would amount to increases 
of 1.1% for crude oil and 6.6% for 
other oils compared to 1953. 


... in brief 


Oil Dividends Increase—Publicity-re- 
ported cash dividends paid by oil 
refiners, including integrated compa- 
nies, totaled $736 million for the first 
11 months of 1953, showing an in- 
crease over the figure of $729 million 
for the corresponding period in 1952. 
However, November dividends fell off 
from $13.2 million last year to $4.6 
million, according to the Commerce 
Department. 


Oil No Monopoly — Oil men were 
urged to inform the public that oil 
prices are not fixed by combinations 
of monopolies in a talk by James H. 
Pipkin, vice president of Texaco. He 
said oil prices are fixed by the greatest 
competitive free market the world has 
ever known—the customers them- 
selves. This was part of a talk Mr. Pip- 
kin made in Richmond, Va., com- 
mending the Petroleum Industries 
Committee for its efforts to obtain rati- 
fication of a constitutional amendment 
that would insure earmarking of high- 
way taxes for roadbuilding. 
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EDITORIALLY SPEAKING 


Now comes the proposal for a bulk plant in- 
spection law, with tax, for the District of Colum- 
bia where sit so many proponents of government 
in every one’s business. 

Inspecting a bulk plant and doing it honestly 
and intelligently and for a good end, is no mean 
job. It’s a job for expert engineers working with 
a clear blueprint of what they are to inspect and 
what they are to do about what they may find. 
The wrong kind of “inspectors” could cause all 
kinds of trouble for the owner of the best built 
bulk plant in the world if the inspector was al- 
lowed even a fraction of freedom of “judgement.” 

Undoubtedly there are some poorly built and 
maintained bulk plants. But the great majority 
today are well built affairs, erected according to 
the best of engineering and fire protection prin- 
ciples. 

When such threats as bulk plant inspections 
come over the political horizon, the oil industry 
might well remember that nearly 40 years ago, in 
co-operation with representatives of the fire in- 
surance companies and the National Board of 
Fire Underwriters, it worked up detailed specifi- 
cations for the proper construction of bulk plants 
as well as regulations for correct handling of all 


NPC Reports Help Everybody 


Those were extremely worthwhile reports the 
government was handed the other day by the Na- 
tional Petroleum Council. 

Producers stand to benefit greutly, and so of 
course does the nation generally, by government 
now being fully advised as to minimum needs in 
terms of manpower, materials and equipment to 
keep drilling activity on a sound basis in wartime. 
And by the council’s pinpointing of what can be 
done to remove restrictions that unnecessarily 
withhold public lands from oil and gas develop- 
ment. 

It is reports such as these that serve again to 
emphasize the reciprocal values to be found in 
such a body as the National Petroleum Council— 
and that allow us once more to note that the NPC 
has yet to discover the means whereby the indus- 
try’s distribution and marketing branch might 
share directly in those values. 

The feeling of having their problems ignored 
lies at the base of Independent marketer indiffer- 
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Bulk Plant Inspection Is Job for Experts 


inflammable petroleum products. Ever since a 
committee of the oil industry's best fire protection 
experts has been constantly working—and report- 
ing to the API each year—to keep these regula- 
tions up to date to meet any new structural situa- 
tions that may develop and to study any and all 
fires on oil properties. This committee also has 
representation on a similar committee of the Na- 
tional Fire Protection Assn., which for more than 
50 years has been recognized by all interested in 
fire protection, and fire insurance, as the top 
authority. The oil industry's association with this 
committee and through it with the other groups 
interested in fire prevention, has been friendly 
and constructive and has afforded real conserva- 
tion of life and property. 

When any oilman has any threat of fire regula- 
tion in his area he should at once communicate 
with the API at New York, giving all the facts 
available and be guided accordingly. He should 
not undertake to handle the situation alone, not 
even if he represents a major company, because 
there so many ramifications to fire protection for 
oil that one can easily get beyond the range of 
their expert knowledge, of not only fire protection 
engineering but of the laws pertaining to it. 


but the Independent Marketer 


ence where the Council is concerned. They have 
many times so expressed themselves vocally. With 
considerable justification, too, we think, because 
it’s hard to have to sit silently by and see prepara- 
tion made that will smooth the paths of other 
industry segments, meanwhile knowing that your 
own situation is as difficult in its way and, come 
a war, say, promises to be even more so by reason 
of a lack of planning. 

There must be something that the leaders of the 
Council and its sponsors in the Interior Depart- 
ment can do that would justify—and stimulate— 
greater jobber interest in council affairs. And it is 
high time they were finding that something. 

Because the Independent marketer is going to 
be so all-fired busy just making shift for himself 
when the next emergency arrives that he will have 
precious little time available to lend the kind of 
advice that government surely will be needing if 
a foul-up of the whole petroleum distribution net- 
work is to be avoided. 
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Kaneb Line Called ‘New Concept’ 


A new products pipe line will 
pour up to 1,000,000 gal. a day 
into the Nebraska-South Dakota 
market, and the addition of a few 
ane units can double one 
ine’s capacity. 


E. L. Beeman, director of trans- 
portation for the Kaneb Pipe Line Co., 
told delegates to the Nebraska Oil 
Jobbers convention that the compa- 
ny’s new line is the “newest, most 
modern and most efficient products 
pipe line in the country today. We ex- 
pect to render the best transportation 
service which can be devised.” 

He explained the recently completed 
Kaneb pipe line was designed to serve 
a rich agricultural area, spotted with 
many small cities and progressive 
towns and having a high consumption 
of petroleum products. 

The line extends from Arkansas 
City in southern Kansas northward to 
Fairmont in southcentral Nebraska. 

Mr. Beeman said his company has 
“created a new concept” in product 
lines—a system built without any 
financial support from oil companies 
to transport products from several 
refineries, both major and Independ- 
ent, not to one large metropolitan area, 
but to a point that could be considered 
a “hub” from which short haul truck 
movements could be made to a rich 
agricultural area. 

“A point on Highway 81 between 
Geneva and Fairmont was picked as 
the end terminal of the line because 
it was a point readily accessible for 
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transport trucks from all sections of 
Nebraska and South Dakota,” Mr. 
Beeman explained. “It was the point 
where the greatest total transportation 
saving could be effected for the great- 
est number of shippers.” 

He pointed out that the end terminal 
is located in the center of an area in 
Nebraska which now consumes more 
than 1,500,000 gal. of gasoline, kero- 
sine, tractor fuel and Diesel and heat- 
ing oils per day. 

Initial rates, Mr. Beeman said, were 
set on the theory that a high percentage 
of the petroleum marketers in central 
Nebraska would avail themselves of 
transportation savings afforded by the 
line. 

Other convention speakers were Otis 
H. Ellis, Washington. counsel for the 
National Oil Jobbers Council, and 
Frank Fehsenfeld, Grand Rapids, 
Mich., jobber, who discussed percent- 
age margins. 


Products Pipe Lines 
Continue to Gain 


A total of 27,551 miles of oil prod- 
ucts pipe lines were in use in the 
United States at the end of 1952, 6,- 
670 miles more than the total at the 
end of 1949, according to a Bureau of 
Mines report. 

Mileage for all classes of pipe lines 
at the end of 1952 was 170,423, a net 
gain of 17,609 miles over 1949, the 
report stated. The final figure includes 
the product lines, 75,228 miles of 





crude oil lines, and 68,040 miles of 
gathering lines. Totals for 1949 were 
20,881 miles of product lines, 71,373 
miles of crude lines, and 60,560 miles 
of gathering lines. 

Although the net gain was only 17,- 
609 miles over the three-year period, 
the bureau pointed out that 31,873 
miles of lines were laid during those 
years. This was offset by the 14,264 
miles of lines taken up and by the lay- 
ing of used pipe in 9,728 miles of 
lines, including two small lines convert- 
ed from crude oil to products. 


Following is a breakdown of 1952 
products and crude lines by diameter: 
Products 


Size Crude 
(inches) (miles) (miles) 
3 384 1,173 

4 1,485 3,276 

6 7,348 11,538 

8 11,712 26,961 

10 2,552 13,476 

12 2,621 9,511 

14 542 356 

16 77 1,603 

18 433 1,423 

20 2,959 
22 2,345 

24 596 
Over 24 13 


... in brief 


Pipe Line Revenue Up—Transporta- 
tion revenue for oil pipe line com- 
panies having annual operating reve- 
nues of more than $500,000 each 
showed a 2.4% increase during the 
third quarter of 1953, compared with 
the same period last year. 

Revenue increased from $136,757,- 
150 in the 1952 quarter to $140,019,- 
621 in 1953. These companies also 
originated on line and received from 
connections 919,074 bbls. of oil in 
the third quarter, 1953, compared 
with 840,683,883 during the period 
last year, according to the Interstate 
Commerce Commission. 


Pipe Line Halted—Contruction of a 
Billings, Mont.-Spokane, Wash., pipe 
line has been halted by an injunction 
in Idaho. A group of property owners 
in Shoshone County, Idaho, has filed 
suit in District Court at Wallace chal- 
lenging condemnation proceedings 
against their land by the builder, 
Yellowstone Pipe Line Co. 

The property owners contend the 
line is not for public use in Idaho and 
will not develop the material or 
natural resources of the state. They 
claim it falls outside the intent of the 
Idaho legislature in setting up con- 
demnation regulations. 

Under Idaho law, an agency filing 
condemnation may take immediate 
possession of the land. In this suit, 
however, the injunction has stopped 
construction. 
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Millions of Messages 
Every Month are persuading 


car owners everywhere to 


ASK tor a brand of 


%P 
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ever before are learn- a ik dB ae ta 
your engine. for extra pro- 
ing the advantages of Motor Oil tection, switch to a brand of 
. t tl ° 100% Pure Pennsy lvania 
consistently using Motor Oil, made from 


100% Pure Pennsylvania motor oil. They are being Nature's finest crude oil 
rewarded with longer trouble-free engine perform- 
ance and fewer expensive repair bills. ASK tor a brand of 
100. Pure 
PENNSYLVANIA 
Motor Oil : 


you bought! 





THE PENNSYLVANIA GRADE CRUDE OIL ASSOCIATION 
Oil City, Pennsylvania 
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Declining Oil Prices Still Hold Sway 


By Halsey Peckworth, Jr., NPN Staff Writer 


“Motor Gasoline Cut In Southeast” ... . 
“Diesel Prices Off In N. Y. Transit Bids”... . 
“Hughes Oil Ups No. 6 Fuel”... . “South Texas 
Lube Prices Slump”—were prominent among 
U.S. oil market headlines the past week. 


Top news in rapidly changing foreign markets 
included cargoes of Wafra crude oil destined for 
Japan, Italian fuel oils headed for West Africa, 
and the spread of maximum ships’ bunkering 
prices for 1954. 


Domestic refinery and terminal markets followed seasonal 
trends for the most part. Price weakness in gasoline was 
pronounced in many markets. A cold wave spurred distillate 
sales over much of the Middle West and Northeast. No. 6 
fuel prices were strong in refining districts from the 
Mid-Continent to Chicago. Liquefied petroleum gas orders 
were picking up rapidly (see p. 59). 

In the Southeast, Standard Oil Co. (Kentucky) announced 
0.3¢ general reduction in its prices for Crown (regular) 
gasoline, effective Dec. 15. The cut applied to most points 
throughout the five states where the company markets— 
Alabama, Georgia, Florida, Kentucky, and Mississippi. 

Standard’s new seaboard terminal tank car prices for 
regular-grade were reduced to 13.4¢ at Savannah, Jackson- 
ville, and Port Everglades; and to 13.3¢ at Port Tampa. 

Coincident with the reduction in its regular-grade prices, 
the Kentucky company established the following differ- 
entials, over regular, for Crown Extra (premium) gasoline: 
Tank car, 1.5¢; tank wagon, 2¢; company-operated service 
stations, 2.5¢. Standard’s new tank wagon prices for Crown 
(regular) are on P. 66 of this issue. 

Marketers continued to express greater concern over 
finding new buyers for gasoline than for distillates. But 
a slow-starting season also made for continued free supply 
of heating and Diesel oils. 

Diesel Prices Down—Lower prices than those of a year 
ago for 50 cetane Diesel oil were bid to New York City 
Transit Authority. The quantity involved was 16,320,000 
gals. for tank wagon delivery during 12 months beginning 
March 1, 1954. 

Morania Oil Co. was the apparent low bidder on the 
bulk—15,220,000 gals.—of the requirement with price of 
10.46¢ per gal. Last year, Morania, a low bidder, quoted 
11.98¢. On 1,100,000 gals. of Diesel oil for tank wagon 
delivery to Richmond, Esso Standard was low with bid 
of 10.5¢. 

Cold Wave Boosts Fuels—Cold weather did much to 
start heating oils moving. Gulf Coast refiners said inquiries 
were active for spot kerosine in lots ranging from 15,000 to 
40,000 bbls. Eastern marketers reported small resellers, 
many of whom had allowed their inventories to decline, 
once again were stocking up. New York harbor reports 
showed an abatement of “discounts” on barge lots of heat- 
ing oils that sellers wanted moved in a hurry. 

Cold weather also stimulated demand for heavy fuel, and 
supply was tight at inland points. 

In Chicago, Hughes Oil Co. advanced its residual oil 
prices 0.5¢ gal. to 9.4¢ for No. 5 oil and 8.25¢ for No. 6 
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in tank wagon lots of 750 gals. and over. 

In the Mid-Continent, some refiners declared they knew 
of buyers’ bids as high as $1.60, Group 3, for No. 6 fuel 
in tank car lots. Resellers, however, said they still could 
find supply at $1.45, the generally quoted price in the 
Mid-Continent. 

In the East, residual oiis were not in surplus, but prices 
were off at several points for tank car/truck transport 
quantities. Suppliers at New York harbor and Baltimore 
reported reduction of 3¢ to $2.25 for transport lots of 
No. 6 fuel, thus cancelling customary tank car/barge 
differential. At Tampa, reduction of 1¢ per bbl., to $2.15, 
was reported by several major marketers in their No. 6 tank 
car terminal prices. 

Lube Oils Ease—Perhaps the sharpest price decline per- 
centagewise was reported for South Texas lubricating oils. 
Two refiners cut their prices for these oils in amounts rang- 
ing from 1¢ to 1.75¢ per gal. 

Having seen how fading export markets have helped pull 
down domestic lube prices in the past several years, U.S. 
marketers increasingly are watching oil price and marketing 
developments abroad. 

Foreign Oils Plentiful—Last week, American Independ- 
ent Oil Co.’s first shipment of crude oil from the new 
Wafra field in the Kuwait-Saudi Arabia neutral zone was 
arranged for shipment to the Daikyo refinery at Yokkaichi, 
Japan. 

Other reports from Middle East said that sellers continue 
to stretch every possible point to find new buyers of crude 
oil. Quoting to a possible crude oil buyer in California, 
one Middle East producer reportedly offered to deliver oil 
to the West Coast at freight rates equivalent to USMC 
minus 75%. Another Middle East producer said that one 
of his current offerings of crude oil was “sweetened up” by 
the addition of small quantities of gasoline. For poorer 
grades of Middle East oil, “quality discounts” reportedly 
can be obtained. 

Foreign trading in refined products featured shipment 
of a cargo of residual oils from Italy to Dakar, West Africa. 
This unusual movement of residual points up continued 
excess supply position of fuel oil in Italy. In the past, West 
Coast of Africa has obtained its black oil supplies from 
Caribbean. 

NPN learned that maximum prices for 1954 on bunker 
“C” fuel and Marine Diesel oil had spread to Canal Zone, 
and subsequently to East Coast of the U.S. In past few 
weeks, “top” prices on these oils for next year have been 
guaranteed in Europe, Africa, the Far East, Venezuela, 
and Netherlands West Indies. 


Atlantic Coast 


Gasoline, No. 6 Fuel Prices Ease 


Lower prices for gasoline and No. 6 fuel oil were quoted 
along the East Coast the past week. Heating oil prices were 
unchanged and firmer. 

Gasoline prices were reported 0.2¢ lower for barge lots 
—at 12.5¢—at New York harbor, and reductions by 
Standard Oil Co. (Kentucky) and other marketers in the 
Southeast sent tank car prices down 0.3¢ at deepwater 
terminals in Florida and Georgia. 
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At Savannah, Jacksonville, and Port Everglades, most 
terminal operators reduced their regular-grade prices to 
13.4¢; at Tampa, to 13.3¢. 

There still is an economy of plenty, as far as gasoline is 
concerned. Suppliers once again are thinking of going after 
Independent jobber gasoline business, a class of trade many 
of them had dropped. 

Reductions of 3¢ per bbl., to $2.25, were reported by 
several suppliers in their No. 6 tank car prices at New 
York harbor and Baltimore, thus erasing the tank car/barge 
differential of several months standing. At Tampa, cuts of 
1¢ for No. 6 tank car lots, to $2.15, also were reported. 

The “bright” side of the picture was colder weather that 
stepped up sales of distillates. Suppliers said that many of 
their small reseller buyers had let their storage dwindle 
along with early December’s warm weather and weak prices 
for No. 2 fuel. Last week they began to order again. 

Lots more cold weather was wanted, however. The con- 
sensus was that cold snap may have rid the terminal markets 
of much of the “discount” heating oils. But it has not yet 
occasioned spot buying of bulk quantities on an appreci- 
able scale. 


Western Penna. 


36-40 Gravity Fuel Quoted Lower 


Except for reduction in quotations for 36-40 gravity fuel, 
prices were unchanged in Western Penna. the past week. 
Light heating oils were reported firming as winter weather 
moved in, but recent weakness apparent in bright and 
cylinder oils continued with shading of quoted prices. Wax 
and petrolatums remained strong. 

Bradford-Warren and Pittsburgh district prices for 36-40 
gravity fuel were lower at 10.5¢. Other distillate prices held 
firm as near zero weather brought increased shipments of 
heating oils. 

There were unconfirmed reports that low reported quota- 
tions for bright and cylinder stocks were being under 
quoted by I¢ to 1.5¢. Some suppliers said that export 
inquiry for lubricating oils was active, but 6 to 10 week 
options were required on bids from foreign governments. 
Domestic lube inquiry continued at low ebb. 

Crude scale wax demand was strong and most refiners 
said they were sold ahead for 30 to 60 days. Petrolatums 
were reported firm; one refiner said he expects to advance 
his prices around Jan. 1. 


Midwestern (Chicago-E. St. Louis Area) 


Distillate Fuel Demand in Sharp Rise 


This season’s first big demand for distillates was touched 
off in the Midwest last week by a subzero wave that hit 
most upper central states. Refiners, terminal operators and 
jobbers said it was the first time this season there had been 
any “insistance” to the call for light fuels. 

Although there still was no strong open market demand 
for residual fuels, trade sources said these grades remained 
closely held at $1.45, Group 3, the price quoted by three 
Midwest refiners. Several sources said they “doubted” 
whether bids at higher prices would bring out any ap- 
preciable amount of material. Prolonged cold weather, 


December 23, 1953 +» NATIONAL PETROLEUM NEWS 


according to one supplier, could create a serious supply 
situation in residual fuels. 

Subzero temperatures that struck the upper central states 
midweek started light fuels moving from pipe line and river 
terminals in big volume. After 24 hours of cold weather, 
several refiners said field offices began reporting backlogs 
of retail orders. Jobbers in several cities said they were in 
a similar situation even though their trucking operations 
were at maximum with drivers working overtime. 

Gasoline continued easy. Some sources said regular-grade 
was available at Great Lakes Pipe Line terminals at “ready 
discounts” of 0.25 to 0.375¢ off delivered prices. 


Chicago District 


Zero Wave Starts Light Fuels. Moving 


Light fuels started moving in good volume for first time 
this season in Chicago District last week. The zero wave 
that touched off light fuels also made residual fuels much 
tighter, according to principal suppliers. Gasoline was slow 
and refiners said competition for large consumer business 
was becoming sharper. 

Price ranges for premium and regular-grade gasoline 
narrowed when one refiner reduced his prices 0.25¢. Quota- 
tions for 90 oct. premium ranged from. 13.5 to 14.85¢, 
84 oct. regular from 12.5 to 13.35¢, both down 0.25¢ on 
the high side. Several trade sources said bidding for large 
consumer accounts had become noticeably sharper since 
first of December. 

Along with rise in demand for light fuels against con- 
tracts, there was also more local open market trading dis- 
closed than at any time so far this season. Purchase of 
a “small amount” of range oil from a broker at 10.475¢, 
FOB Chicago District, for resale, and an offering through 
a broker at 10.75¢, for resale, were reported by one source. 
An inter-refinery purchase of range oil was disclosed at 
10.125¢ and of No. 2 fuel at 9.5¢. 


Mid-Continent 


Fuel Oil Shipments Increase 


Demand for both burning oils and residual fuel was 
increasing in the Mid-Continent the past week following 
colder weather in northern consuming areas. Lubricating 
oils, however, took turn for worse, with lower prices quoted 
for South Texas oils, and gasoline trading was inactive. 

In Kansas, Nos. 5 and 6 prices were up 5¢, to $1.95 
and $1.50, respectively. Meantime, several sales of No. 6 
were reported at $1.60, Group 3 basis, or 15¢ higher than 
price quoted by several refiners in Oklahoma. 

Offers by buyers, according to reports, were ranging as 
high as $1.65, Group 3 basis, for No. 6 in Oklahoma and 
Kansas. Also, a West Texas refiner said he had been offered 
a price that would net him $1.50, but added he had no 
material to offer above his contract commitments. * 

Burning oils were definitely taking turn for better, most 
reports indicated, with material moving out of pipe line 
terminals “at the low” or “at the low, plus 0.25¢,” plus 
transportation. 

Two refiners reduced their prices for both pale and red 
South Texas neutral oils in amounts ranging from |¢ to 
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Summary of Daily Gasoline Prices (Dec. 15 through Dec. 21) 
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12.5 

ra 1-14.8 
4.2 

129-148 
12.8 


15 . 15-16 .65 
14.15(2) 


14.75-15.5 
18.75-14 15 


15.5 
13 95 


Tuesday 
Dec. 
18 .75-14 25 
13.5 
13.5 


(6)12 .875-13 .125(2) 
(6 )12 125-13 .125 
(3)12 . 125-18 .125 
13-18 75(2) 

18-18 .75 

13-13. 75 

13 


12.75 
13 
13 


(6)11 375-11 .625 
(7)11 . 125-11 .625 
(6)11 125-11 625 
11.75-12.7 
11.75-12 25 
(2)11.75-12.26 


(2)11.75-12 26 
11.75-12 
11.75 


10 5-10 .875(2) 
10 .375-10 .875 
10 375-10 .875 
(2)10 75-11.8 
11.25-11 5 
— 125 


x15 .2-16.5x 
x15 .1-15.6 
15 .8-16 .8x 
14.4-16.6 
x15.3 


x13 .65-14 5x 
x12.5 
14.1-14.8x 


x14.2 
12.9-14 3x 
x12.8 


15 .15-16 65x 
14 15(2) 


14. 75-15 .15 
13. 75-14. 15(2) 


15.5 
18.95 





1.75¢. 


As result, prices for 100 vis. through 750 vis. were 





off 1.25¢, and prices for 1200 vis. and 200 vis. were down 
1¢. Most reports indicated light demand for both coastal 
and Mid-Continent oils. 

Gasoline was available at northern terminals at 0.5¢ 
“under published prices,” plus transportation. 


Central Michigan 


Cold Wave Spurs Fuel Demand 


Last week’s cold wave spurred demand for light and 
heavy fuels to highest point this season in Central Michigan 
and did much to erase easiness in distillates, according to 
reports of refiners. 


But despite sharp increase in residual fuel demand, some 
refiners said there still were some “low-price” deals even 
though these fuels were in noticeably tighter supply. 

Demand for gasoline slackened. Refiners of higher octane 
grades said their inventories were rising slightly. Stocks of 
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lower octane gasoline generally were abundant. Straight-run 
gasoline was in long supply and in some instances created 
a storage problem. 

No open market trading was disclosed and refiners’ prices 
were unchanged for all products. 


Gulf Coast 


River Buyers Seek Heating Oils 


Revived interest in heating oils for early barge shipment 
to upriver terminal points marked trading at the Gulf the 
past week. Prices were unchanged. Gasoline quotations 
steadied somewhat after recent declines, but heating oils 
were not yet strong enough to restore the reductions made 
in early Fall. 

Some refiners said that they were getting “half a dozen” 
requests a day from upriver buyers, mostly for kerosine 
and No. 2 fuel in lots ranging from 10,000 to 30,000 bbls. 
There has not been enough cold weather over Northern 
areas, however, to stimulate the call for spot cargo lots of 
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NPN Gasoline Index 
cents per 


gal 
Dealer T.W. Tank Car 
Dec. 21 16.26 12.57 
Month Ago . 16.36 12.62 
Year Ago 15.27 11.64 


Dealer index is an average of dealer tank wagon prices 
ex tax in 50 cities. 

Tank car index is weighed average of following whole- 
sale markets for regular-grade gasoline, FOB refineries or 
terminals: Okla.; Midwest; W. Penna.; Calif.; N. Y. Har- 
bor; Philadelphia; Jacksonville, Boston and Gulf Coast. 











heating oils, most sources said. A clean tanker suitable for 
transport of No. 2 fuel from Gulf to North of Hatteras was 
reported available for a spot voyage with no immediate 
takers. 

It was also reported that several new offerings of kerosine 
and No. 2 fuel in cargo lots “at the lows” (8.875¢ and 
8.125¢, respectively) drew no conclusive response from 
East Coast buyers. 

Gasoline and heavy fuel showed widely divergent supply 
pictures. Almost every refiner had spot gasoline to sell, 
while offerings of bunker oil continued on the light side. At 
some plants in Texas, refiners were trying to reduce inven- 
tories generally to minimize end-of-year inventory taxes. 


Underground LPG Generally Untapped 


Most producers haven’t really started to tap their under- 
ground propane and butane reserves—giving rise to com- 
ment by some in the trade that “the winter isn’t getting 
any younger.” 

Underground liquefied petroleum gas reserves are large 
this year. Currently, it is estimated that about 65 under- 
ground reservoirs having total capacity of 205,000,000 gals. 
are now in operation. 

If underground reserves now on hand don’t start moving 
soon some trade sources say they see “depressed” prices 
ahead. 

As it stands now, producers say that orders from their 
customers—with an assist from cold weather in the Mid- 
west—are greater than their above-ground capacity to pro- 
duce. Some even declare that customers now are buying 
“nearly at contract maximums.” It all points to an early 
pull on underground reserves. 

But this may have to wait a while, sources say, for 
“hundreds” of tank cars past few weeks have been loaded 
awaiting orders during recent warm spells. These tank 
cars have just begun to roll. 

Should producers fail to draw heavily on underground 
stocks in coming weeks, trade sources say supply “over the 
market” would be powerful depressant on volatile markets 
generally. Supplies would have to be “dumped” in the 
Spring, some estimate. Otherwise, there wouldn’t be storage 
enough—even with all the new construction—to avoid dis- 
tress material in off-season summer months. About 75 
additional reservoirs—which eventually will boost under- 
ground capacity by close to 300,000,000 gals.——are on 
order, 

Prices for LPG currently range from “soft to steady,” 
according to most reports. Despite recent cut to 4.125¢, 
Baton Rouge, by a competitor, one producer says he’s lost 
no propane sales by quoting 4.375¢. On other hand, butane 
still is in surplus, and some sources say that contract prices 


December 23, 1953 +» NATIONAL PETROLEUM NEWS 


for “mix” and butane have “weakened somewhat.” 

Most producers quote contract customers at 4¢ for pro- 
pane, and upwards from 4¢ for butane-propane mix and 
butane, Group 3. 

Table 11—California Excluded 
Refined products in 8 Nov. Oct. Nov. 

Refinery Markets: 1953 1953 1952 
Motor Gasoline 12.28 11.30 
Kerosine (¢ gal.) 5 9.53 9.43 
Light fuel (¢ gal.) 8.67 8.60 8.41 
Heavy fuel (¢ gal.) .... 4.08 3.92 3.26 
Average above 4 products: 

Cents per gal. . 9.09 8.36 
Dollars per bbl. ‘ 3.82 3.51 
Crude Pet in 7 areas 

CB WR), « ncescccvaepess 2.88 2.88 2.63 

Prices shown above are weighted averages based on 
low quotations as published in National Petroleum News, 
and prepared by IPAA to reflect trend in oil prices and 
should not be interpreted as showing actual sales reali- 
zation for producers or refiners. 


IPAA Crude-Products Spreads Steady 


Washington—Spreads between crude oil and refined 
products price averages reported by Independent Petro- 
leum Assn. of America for November are unchanged from 
October, with declines in average gasoline prices offset by 
increases in heavy fuels, and crude oil prices unchanged. 


Including California, November crude-products spread 
was $1.07 bbl., and compares with $1.01-bbl. spread re- 
ported by IPAA for same month in 1952. November gas- 
oline average was off 0.08¢ gal. from October, while heavy 
fuel average increased 0.13¢ gal. 


For area east of California, November crude-products 
spread was $0.94 bbl., compared with $0.88 bbl. for No- 
vember 1952. November gasoline average declined 0.01¢ 
gal. from October, with heavy fuel increasing 0.16¢ gal. 


IPAA’s averages for November and October 1953, and 
November 1952, compare as follows: 


Table 1—California Included 


Refined products in 9 Nov. Oct. 

Refinery Markets: 1953 1953 
Motor Gasoline (¢ gal.) .. 12.36 12.44 
Kerosine (¢ gal.) 10.39 10.38 
Light fuel (¢ gal.) 9.04 9.05 
Heavy fuel (¢ gal.) 4.12 3.99 


Average above 4 products: 


Cents per gal 
Dollars per bbl 


Crude Pet. in 8 areas 





Crude Oil Prices 


No changes were reported in crude oil prices in 
week ended Dec. 19. For complete price sched- 
ules, see P. 56 & 58 of Nov. 25 issue. 

















in effect December 21 at Refineries and Terminals 


Gasoline 


OKLA., ane 3 (Okla. shpt.) 


90 Oct. — (6)12 375-13 125 
84 Oct eeeeeeee (5)11.375-11.625 
60 Oct. Me & below. sae se 10 .5-10 .875(2) 


OKLA., Group 3 (Northern shpt.) 


90 Oct. Prem. (6)12 125-13 .125 
Oct. or (7)11. 125-11 .625 
. 10 .375-10 875 


MIDWESTERN (Group 3 basis) 


90 a 4 5 . (3)12.125-13 .125 
(6)11 125-11 .625 
. 10.375-10 .875 


N. TEX. (Texas & New Mex. shpt.) 

93 Oct. 13 .75-14 .25 

90 Oct. 13-18 .75(2) 

88 Oct. ; 12.75 
ct. 11.75-12. 


840 

82 Oct. Reg... .. (2)11.75-12 
60 Oct. M & below. (2)10.75-11. 
w 


. TEX. (Texas & New Mex. shpt.) 
13 
13-13. 


13 
11.75-12 
11.25-11. 


13 
on. 75-12 


‘ii ll. 


CENT. W. TEX. (Truck transport lots) 


13 
ll 
11 


ARK. (For shipment to Ark. & La.) 
90 Oct. Prem.. 12.7 
80 Oct. Reg. te eae ll . 
60 Oct. M & below... 10.375 


KANSAS (For Kansas destinations only) 


12 .25-12 .625 
12.25-13 375 
11. 125-11.75 
11. 125-12 375 
10 .38-11 .625 


60 Oct. M & below... 
WESTERN PENNA. 
Bradford-Warren: 
90 Oct. Prem. 15.15-16 .65 
86 Oct. Reg.. oP 14.15(2) 
(hil City: 

90 Oct. Prem.. : 14.75-15 5x 
86 Oct. Reg. 18 .75-14.15 


Pittsburgh: 


Uhio—Quotations of 8.0. Ohio for delivery to 
Ohio points: 


86 Oct. Reg.......... 


CENTRAL MICHIGAN 
‘FOB Central Michigan refineries) 
ane. 5- 1 4 


4.25- 
es. 5- 14. 125 
13 .25(2) 


Prices herewith are reproduced from Platt’s OJLGRAM Daily Oil 
Price Service, associated with National Petroleum News, whose rep- 
resentatives in all NPN-OILGRAM offices devote their time 


oil "7 prices everywhere. 


CALIFORNIA 
Les Angeles Dist.: 


(2)14.1-18.1 


80 Oct. Reg..............++. (2)183.1-15.6(2) 


San Francisco Dist.: 


17 85-18 .6 
15 .85-16 .1 


Kerosine, Gas & Fuel Oils 


OKLA., Group 3 (Okla. shpt.) 


|. (2)8.625-9 .375 
oe 625-8 875(5) 


8(2) 
(2)$1 45-1 .95 


OKLA., Group 3 (Northern shpt. 

CO eee rere (5)8 .875-9 .25 

, ea ee fie oR. 875-9 .375 
Range oil. 625-9 

58 rs shove D.I. Diesel. : ays: 625-9 .375 

No. 1 fue’ oy 8.28 875 (2) 


(3)$1 a5 1.55x 


MIDWESTERN (Group 3 basis) 
(3)8 .875-9 .25 
(4)8 .875-9 .25 

58 S above D.I. Diesel... (2)8 .625-8 .875(2) 

No. 1 fuel (5)8. Po —8 .875 


8.125 
No. 6 fuel (2)$1 .45-1 50x 


N. TEX. (Texas & New Mex. shpt.) 
dl rrr ere EP 9.2-10(2) 
42-44 w.w 9. 

58 & above D.I. Diesel (2)9-9 .75(2) 
No. 6 fuel... , (2)$1 .45-1.75 


W. TEX. (Texas & New Mex. shpt.) 


9 .5-9 .75(2) 
(2)9 5-9 .6 
8.75-9 .75 


No. 1 fuel 9 625 
(4)$1 .50-1 .60 


No. 6 fuel 


CENT. W. TEX. (Truck transport lots) 
41-43 9.5 
58 & above D.L. Diesel 9.25 


; 8.5 
No. 6 fuel $1.65 


KANSAS (For Kansas destinations only) 
42-44 w.w....... 9. 125-10 .25 
52 & below D.I. Diesel 

58 co D.1. Diesel 


. 5 fuel... ° 
io. 6 fuel x(3)$1 .50-1.75 





are sales prices or quotations or general offers 


refiners, by pipeline 


Tminal operators; for current cir shipments; for the bu ~ where 
agon prices, prices are od © cay Bi aa ee office or see back of any By OLLCRAM ase 


price service delivered = 
office, New York, Chicago Houston, address Platt’s 
DILGR M Price Fa ia 330 W. 42nd St. New York 36, N. 

Subscription rate in U.S. 3. hig 


eriod stated; except Tank 





tors, and 7 
by STM 
voice. 
For 
publishi 


distribution or sellers Be 

_, at times all sellers 

vely f firm prices 
quote the tate in general 


ARK. (For shipment to Ark. & La.) 


~ 
owe 
a2 
o 


ASB wowed: 
ReBers & 


ractor fuel 
52 & below D.I. Diesel 
58 & above D.I. Diesel... . 
No. 1 
No. 
No. 
No. 
No. 


RA 
_ 


WESTERN PENNA. 

Bradford-Warren: 

Kerosine (3)11 25-11 .55 
55 cetane Diesel . 11(2) 
(2)10 .75-11 .25 


No. 2 fuel. 
No. 3 fuel. . (2)10 .75-11 .05 
10 .5-10 .85 


36-40 gravity fuel 


Oil City: 

Kerosine 5s 

50 cetane Diesel... . 
No. 1 fuel 


No. 3 fuel... 
36-40 gravity fuel... 2 10.75 


x11 .5-11.65x 
10.75 


(2)11-11.15 
(3)10.75-11 .05 
10.75 


Pittsburgh: 


Kerosine. 
50 cetane Diesel 
No. 1 fuel.. 


36-40 gravity fuel Ds 


11.4-11.65 
10.9 


11.4 
(2)10 .4—11.1 
x10 .5-11 


CENTRAL MICHIGAN 
(FOB Central Michigan refineries. ) 
12 .35-12 .8(2) 
46-49 w.w. kero. i 
P. W. distillate. .... 
(2)11.5- 11.85 
11.175-11 6 
(2)8 .25-10 
(2)7 .25-8 .25(2) 
No. 6 fuel (2)1-7 .75 


OHIO— Quotations of S.0. Ohio for delivery te 
Ohio points: 


fuel 
Diesel (Light & Med.). 


CALIFORNIA 
San Joaquin Valley Dist.: 
40-43 w.w.. 14.4-14.8 
$2 .05-2.15 
$2 ..35(2) 
12.2-13.3 
13.7-14.8 


San Francisco Dist.: 
40-43 w. 

Heavy jonl. (PS 400). 

Light fuel (PS 300 

Diesel fuel {PS 200) Pa dpa'es 
Stove dist. ‘PS 100)... 


Los 9 Dist.: 
40-43 w 

Heavy fuel (PS 400).. 
Light fuel (PS 300). . 
Diesel fuel (PS 200)... 


Stove dist. (PS 100)......... 10 .5-14 7 


Natural Gasoline 


(Group 3 & hae ae my Lg are to blenders 
on freight basis shown below. Shipments may 
originate in any Mid-Continent caaaaiumering 
district.) 


FOB GROUP 3 
Grade 26-70............ 


FOB BRECKENRIDGE 
Grade 26-70.. 


5.5 (Quotations) 


5 (Quotations) 


puted of short supply, some sellers 
7 pay By ye ~ 
ie ey 
eral and wipes See to their 
and such prices 
TM Research  hheth 
is used to ladon "thse 


note — is 
For “further details of price 


from nearest OILGRAM 


. Annual 
: $150 per year, payable in 
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Naphthas & Solvents 
B Group 8) 


Cleaners naphtha 
V.M.&P. naphtha 
Mineral ts 


12. S750) 


12.875 
.(2)13 .125-18 .875 
. (2)14 125-14 .625 





Stoddard solvent 


OHIO—Quotations of S.O0. Ohio for delivery 
to Ohio — 


V.M.&P. naphtha 18.0 


17.0 
15 .875 
€. TEXAS (Truck Trnspt. lots) 
Stoddard solvent 12.26 


CENT. W. TEX. (Truck Trnspt. lots) 
Stoddard solvent 115 


KANSAS (For Kans., Dest'n. only) 
Stoddard solvent 12.5 


ATLANTIC COAST 
V.M.&P. Minera) 
Naphtha Spirits 
New York"Harbor. 18(4) 17(6) 
17.6(4) 16 .5(5) 
atak 16 .6(8) 
18 .5(4) 17.6(6) 
jaa 17.5(5) 


Petrolatums 
WESTERN PENNA. 


npr carloads; es ae 
: 7125-7 .75 
6 .75-7 .875(2) 
6 .625-7 .25 
6 .125-6 .75(2) 
6. -16 
5. 


875 


Lubricating Oils 


WESTERN PENNA. 


Prices for sales ff rel 
coo ie Pg Th pay ee 


Viscous Neutrale—No. 8 col. Vis. at 70° F. 200 
Vis. (180 at 100°) 420-425 f. 
10 p.t. 24.5 
15 % : 
2)22-23 
150° Vis. (143 at*100° ) 400-405 a 
10 p.t. 21 
15 p.t.... 20.5 
25 p.t... pais (2)19-20(2) 


Bright Stocks 

145-155 vis. at 210°, 540-550 fl. No. 8 col. 

10 p.t.... 20 
$6 pt...... : 19.5 
ene:.....i.. vase eee (2)18-19(2) 


Cylinder Stocks 


600 s.r. filter a bl. x13 _5-14(2) 
.r. x15 5-16(2) 
(2)17-19 

20-21 


Bright Stock—Conventional 


Neutral Oile—Vi«. at 100°; 95 v.i.; 0-10 p.t. 
200 vis. D: 


100 vis. 18 .75-14.5% 
10-25 p.p. ; 22.5 200 vis. 14.75-15 5x 
150-160 vis. D: 300 vis. 15 .25-17 
0-10 p.p. 19 .5-20.5 500 vis. x(2)17-18 5 
19-20 .5 
x18.5 SOUTH TEXAS LUBES 

(Vis. at 100° F. FOB S. Tex., refineries for do 

mestic and/or export shipment.) 
Bright Stock— Solvent 
150-160 vis. 0-10 p.p., 95 v.i. 22-24(2) PALE OILS: 
Vis. Color 


100 x(2)11-12 25(4 
(2)16-17(2) 200 u(2)12 5-13 .75(4 
(2)16 .25-17 25(2) 300 x(2)13 5-14.75(4 
16 . 75-17 .75 500 : x(2)14.5-16 .75(4 
750 ‘ x(2)15 .56-16 .75(4 
Cylinder Stocks 2200 BBS 95-29 750) 


x(2)17-18 75(3 
600 s.r., olive green 


Neutral Oils—Solvent (95 v.i.) 


nn COAST—Solvent Refined Labes. 


From Mid-Continent grade crude. Prices FOB 


x(2)11-12 2518 
ship at Gulf for export. “ 


u(2)12.5-18 .75(4 
x(2)18 .5-14.7514 
«(2)14.5-15 .75(4 
x(2)15 5-16 75(4 
x(2)16 25-17 .75(3 
x(2)17-18 .75(3 


Bright stock— Vis. at 2,0° 
150-160 vis., 0-10 pour test, 
95 v.i. x(2)19-22 5 


AAnanran 








Model Le torold] ‘SCULLY SIGNAL COMPANY  124,50°53, *{7sc!. 
customer tanks J  Canadion Licensee: EMPIRE BRASS MFG. CO, LTD, Toronto, Ontario 








Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 


New York Boston 














ROTECTI N Mir. Jobber... Are You Protected ?.. 


UNITED ’s customers enjoy real pro- 


tection ... First, an established supply of 100% Pure 
Pennsylvania Lubricating Oils; second, the assurance 
that UNITED does not compete against its customers; 
third, consistently fair prices ... Why not learn what 


UNITED’s policy of protection can mean to you? 


Write for free, illustrated book, “A Story of Progress” 





THE wor.n's Famed’. .100% PURE PENNSYLVANIA OIL 


MEMEER F.G.C.O.A PERMIT Mo. 24 


UNITED REFINING COMPANY, WARREN, PA. 
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PRICES in effect December 21 at Refineries and Terminals—Cont. 


LPG Prices 


(Of refiners. FOB refineries, in cents per gal. 
rucks) 


tank cars or transport t 


Commercial Industrie! 


Re Propane 
Harbor... 8 75 8 75 
Philedeiphte patton 8.5(3) 


4-4 375 
75 


WESTERN PENNA. (T.C., 
White Crude Scale: 


in Bulk) 


Atlantic & Gulf Coasts 


Prices are of refiners, FOB their refineries & tanker terminals and of tanker terminal operators. FOB their 
terminals. Ships’ bunkers prices are exclusive of lighterage. 


District 


N. Y. Harbor. . 


92 Oct. 
Prem. 
Gasoline 
x15 .2-16 .5x 
x15 .1-15.6 


86 Oct. 
Reg. 
Gasoline 
x13 .65-14.5x 
6 


83 Oct. 
Reg. Kerosine 
Gasoline No. 1 Fuel (*) 
10. 508 


No. 2 Fuel (*) 





Corpur Christi.. 


16 5-17 .2x 
x13 .6-15 .25 
13 .5(2) 





Houston....... 


on 4-4 15 .4x 
@)14.6-15.4 


@yi2.25-12.8 
(2)12-12.3 
=" 1-13 .7(2) 


x13. is) 


11.8(11) 
11.8 
a, 1(4) 





16 3-16 .9x 68) 
122-124 A.m.p...... 
124-126 A.m.p.. vee ans Pa 7s $38(2) 
SEABOARD 


12.3 coun 

x18 $18.6 ‘ nes 60) 
Melting points are AMP. 3° higher than EMP. Bi z. eke a at 

Prices are for carload lots. Domestic ices are ) 

FOB refinery; scale in bags or bbis.; fully refined, 

slabs loose. Export prices are FAS; scale in bags 

or bbis., fully refined in bags or cartons. 





15 .8-16 .8x 


x(2)14.9-15.7 

16 .6-17 .3x 

16 .5-17 .2x 
14.4-15.7 
14.2-15.6 


x13 .4—15 .35(2) 





x13 .1-13 .4(5)x 
12 .9-13 .3(5)x 


x12.4-13 .85x 


Crude Scale 
124-126 white. .. 


N. Y. Domestic N. Y. Export 


10 .65(7 
- (26.6 (2)6 .25-6 .6(2) 10.55(5) 


10 .2(7) 


11.8(7) 
11.7(8) 
11(7) 
Fully Refined: 
128-5.... 
125-7.... 
128-30... 
133-5". ‘ Gas House 

185-7... . : ; : Gas Oils 

138-40... é (*) No. 4 Fuel 


143-5. 9.6 (10)$3 .22-3.78 
-... (10)8.19-8.68 


-45(2) 
5(2) 


Diesel Oi! (*) Light Diesel 
Shore Plants Ships’ Bunkers Heavy Diesel 
(50 cet., 55 d.i.) (45 cet., 45 d.i.) Ships’ Bunkers 
149-61... $4.18(4) 
10 7(4) 
4.18(4) 





3 74) 
Chicago District Prices 
Prices to jobbers & distributors in tank car 
and/or truck trans lots FOB refineries, pi 
line terminals and inland waterway barge termi Am = 


Motor Gasoline 


Charleston. 
Corpus Christi... 





10 .65(6) 
10.65 (2) 





13 .5-14 85x 
12 .5-13 .35x 


Ave Fuel Oils 


NooS todi 


Heavy Fuel Oils 
No. 5, low sulfur 
No. 5, high sulfur . 
No. 6, low sulfur... . 
No. 6, high sulfur 


+ 
10 .875-11.3 10.2 
(5)10-10 .25 (2) 





we) 10(8) 


10 .65(4) 
10.7(4) 
10 .3(4) 
10 .65(5) 
10.55(6) 


10 .3(2) 





4.473(5) 
4.429-4 .431(4) 
4 30(3) 


SS 
Wilmington, 
a oR 


Mexican Bunker Prices 


U. S. DOLLARS PER BBL. OF 159 LITERS 
Bunker C Diesel 
(Ships Bunkers) 
Mexican Gulf 
$3.75 


No. 6 Fuel 
No Sulfur 
Guarantee 


No. 6 Fuel 

Max. 1,% Fuel 
Sulfur Shi 
Bunkers 
$2 .25(10) 
2.25(4) 
a. +3} 
2.2915 
2.20 ; 

(3)1 95-2 .10 
1. = 11) 


No. 6 Fuel 
Max. 1,% 
Sulfur Barges 


(2)$2.85-2.43  (2)$2.35-2.40 
2.43 2.40 


No Sulfur 
Guarantee 


x$2 .25-2 .28 
60 


: $2 .25(15) 
x(5)2 .25-2 .28 


2.25(4) 





1.98 
2. +4 


2.43 2.44 
2.28(2 wha 4 





; aH "98-200 
2.21(6) 


a 


RORRSSH 
no 
Ba 
hi 


wrer 





Sxe 
genic 


Se 
BRB 


Pe“ 


nas 


ee bs 


—~ 


to]. roo] sone 
8 


BR BSsR: RSSlsz! 





~ 


2.400) 


bab 44-44% 
Baws s 
Asoo 


Be 


Diesel 
Fuel 
(P.S. 200) 
$4.20(5) 
4.41(4) 
4.62(4) 
4.62(4) 


(In Ships’ 
kers, or 
Deep Tank Lots) 
San Pedro, Calif. . 
Portland, Ore..... 
Seattle, Wash... .. 


Bunker C 
Fuel 
(P.S. 400) 
$1 .80(5) 
1.85(4) 
2.10(4) 
2.10(4) 


2.41 
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S At Atlantic Coast refineries and tormntiesia south ot Maryland, ands at YES mie an some sellers 
commercial consumers are 0.15c higher than prices shown abo 
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Gulf Coast—Cargees, Domestic & Export, All Ports 


Cargo prices are FOB ship at U. S. Gulf, minimum of 20,000 bbis., and are by refiners only to other 
refiners, export agents, or tanker terminal operators. The figure in parentheses after each price indicates 
the of panies quoting that price. 





Aviation Gasoline (MIL-F-5572) 


Grade 115/145 ese 19.75 
Grade 100/180.............. 18 25 


17.25 


Kerosine & Light Fuels 
41-43 w.w. Kerosine 

8 .875-9-9 125-9 .25-9 .5-9 .625(3)-9 .75(2) 
No. 2 Fuel.. .8.125-8 25-8 5(3)-8 625(8)-8 .75(3) 
Jet Fuel (MIL-F-5624a) 


Grade JP-4......... x9 .5-9.75(2) 


Diesel & Gas Oils 
43-47 Diesel Index 
48-52 Diese! Index 
53-57 Diesel Index. ... 


Motor Gasoline 


95 Oct. Premium 18 .25(8)-18 375-18 .625 
93 Oct. Premium 


e.., 5-12 pay oe 18-18 .25(2) 


° 8 25-8 75(3) 
. .8.25-8 .5-8 .875(3) 
8 375-9(3) 


Heavy Fuels )Cargoes 
No. 5 Fuel, 0-10 p.t. 
Bunker “C” Fuel. 


1-11.25 
"10 625-10. 75-11 .25(2)-11 
’ 10 25-10 875-10 .75-11- 11 ies 


79 Oct. $2 60-2 65 
70-72 Oct. Leaded 9.75-10-10 5(2)-10.75 


$1 85(8)-$1 .90-$1 95-$2.00 


Middle East Crude Prices 


r bbl. of 42 U. S. gals., exclusive of loca! port or other governmental charges, sales taxes, 

ar pond PF B loading port indicated, for gravities shown; 2c per bbl. differential per degree of gravity 
poo ad for gravities below and above those shown ). 

Persian Gulf 
it Price Leading Port 
97 Ras Tanura, Saudi Arabia 
93 Ras Tanura, Saudi Arabia 
97 Ras Tanura, Saudi Arabia 
Fao, Iraq 
Fao, Iraq 
Fao, Iraq 
Fao, Iraq 
Mina-al-Ahmadi, Kuwait 
Mina-al-Ahmadi, Kuwait 
Umm Said, Qatar 
Umm Said, 
Umm Said, 
Umm Said, 


Crude Company Ge 


>rav Effective Date 
Arabian Esso Export 36-36 
Arabian M. E. Crude Sales 34-34 
Arabian Socony-Vacuum* 36 36 
rah Esso Export 36 
Iraq Anglo-Iranian 36-36 . 
Iraq Shell Petroleum 35-35 .9 
Iraq yy =, nl 36- 
nglo-Iranian 
ulf Exploration 
yeh ae a 


880 rt 
Shell Petroleum 
Socony-Vacuum* 


Kuwait 
Kuwait 


00 80 00 OO pe os ms Ot ee 
SSSERVLSSS 


z 
5 
3 


anean 
Sidon,Lebanon 
banon 
ebanon 
. Lebanon /Banias, Syria 
ye Syria 
poli, on /Banias, Syria 
Tripoli, oe /Banias, Syria 


Arabian Esso Export 
Arabian M. E. Crude Sales 
Arabian Socony-Vacuum 
Iraq Anglo-Iranian 
Iraq Esso Export 
lraq Shell Petroleum 
Iraq Socony-Vacuum* 
*Socony-Vacuum Overseas Supply Co. 


eseee 
bees 
coerooveoe 
Sesee 
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Venezuelan Crude Prices 


Prices are of Creole Petroleum Con . for sale and/or purchase of cargo-lot q tities FOB di 
terminals at ports named, and are sub to crude availability ond company’s requirements; 2e per bbl. 
differential per degree of gravity a; ele | for a below and above those shown, except for Lagunillas 
Heavy for which price shown app less of gravity. Price applicable for each is that in effect 
at time vessel tenders for loading. by purchases made in fields, prices shown are basis for such purc' 
with deductions being made for terminaling and line services in accordance with “published tariffs. 
Purchases by Creole not subject to contracts with Venezuelan government are made at prices established 
by schedule shown below less 1c per bbl. 





8 


Pri Effective 
$/Barrel FOB Date 


Las Piedras or Amuay June 23, 1953 
suey une 
Las Piedras or Amuay 


Amuay 
Amuay 


Amua 
Las Piedras or Amuay 


Gravity Api 


Tia Juana 102 L.P.... 
f= Juana Light... 


—=rononoro ne cocenero rotors ro 
SSRRSRRSSSISSaa 


Caripito 
Capure (Pedernales) 


Aviation Gasoline Prices 


(Prices are for tank cars, barges or truck transport lots; aviation gasoli 
5572, unless otherwise noted.) 


District 


meet specifi 





Grade 100/130 Grade 91/96 


-1(2) 
2 

1 
1 


Buffalo 
17.4 

15 4-15 .6 
x12.7 
11.9508) 
xii /45(4) 


xii 8-11.7x 
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REPUBLIC OIL REFINING CO. 


of 
Petroleum 
Products 








ANK CAR BUYERS 


@ 
Uniform High Quality 
DEEP ROCK OIL CORPORATION 


PHONE 2.43 
KLA 





REFINERS MARKETING CO, 





HARTOL 


PETROLEUM CORPORATION 
INDEPENDENT MARKETERS 


Mainc to South Carolina 
r HM AVENUE NEW YORK 7 NY 





EXPORT 
DRUMMING 
30 £. 40 St., MN. ¥. C 

















Spece Rotes. 
NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York 36, N. Y. 














PRICES in effect December 21—Tank Wagon 


Prices for gasoline do not include taxes; they do, however, include 

hown in Gasoline taxes, shown im 

umn, include 2c federal and state taxes; also city and count Ala. 
d Kerosine tank 

not include taxes; kerosine taxes where levied are in 

Discount, if any, are shown in footnotes. These prices in effect Dec. 14, 

1953, as posted by principal marketing companies at their headquarters’ 


inspection 
separate 
taxes as indicated in footnotes. 


ees as $ next column. 


offices, but subject to later correction. 


Atlanti 
ecaeyarig a 
Refining Resulas C Grade) No.1 


uel 


T.W. T.W. Taxes T.W 


Harrisburg. . 
Pitaburgh. 

t cm 
Readin; 


Willien 

msport 

Wilmington, 
Del 


be ‘ 
ae © BD HM SCAMERMCOARMHAH SCS B® AWAD AARAD 
PowK~DoOMDe: 


Co FS DB DB ARAAVAAAAAIAas A A AB ANIAWIAIAa4 


= 
FI 
8 
& 


rites V. 


3 ¢ co &o © & SeeeseeeeSoSeS S23 & © Soesooceo 


T. 
20. 
23. 


Sa? 
oud 


Heavy Fuel ~ ry w. 
No. 
Philadelphia, Pa : 6.43 


Notes: 
Kerosine—Thru Pa. & Del., add 1 
for t.w. LS cima vg p hen 208 eal a A, 
time. Camden—. ce 1 
wale, 20 for lene than 100 gals. oy weer 
ineral Spirits prices also apply to Stoddard 


*NE-—Above prices do not reflect 0.2¢ reduc- 


tion, effective Dec. 11; detailed pri 
available at NPN press time. or ess 


(N. B. Prices are Continental's 
Cont’! “wagon prices. Current selling 


on Coste tel enaons) 


ee he ad 
= 20 00 OWAAA WN 
COSOAROS®SAOCNOCAAND 
© 00 00 %© 00 00 G0 ~3 GO Go GO Go G0 0 00 GO 
ananonnoososooooooo 


ae wormonr 


Srhneee 
Or Onagn oe 


eee 
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Gasoline tax column includes these city 
taxes: Albuquerque & Ree ll, 0.5¢; 
Fe, lc; Cheyenne, ic; Cuper. 12 le. — 


Salt 
Se eet 
and over, deduct le. ’ 
Notes: 

T. W. prices are to consumers and dealers. 


64 


on prices also 
jicated in footnotes. 


CHEVRON 
Standard of (Regular) Av. 80/87 Gaso- 


California T.T. T.T. line 


Taxes 
San Fran., Cal... g 
Los Angel 


WDOMOARDAMRABDNAH 
0&1 Wa G0 0 eb a 
> & 00 ~2 00 00 00 00 60 ~3 ~3. 00 00 
concounnonooos 


Standard 

Diesel Standard Stove 
Kerosine Fuel Furnace Oil 
T.T. Ou T.T. T.T. 
.& ) (ex all taxes) 


to 
7) > cy 
DAWOAIH AK ROOD 


only ; avgas taxes are 
Honolulu—8.5¢ gas 
only; avgas taxes are 2c f 
torial. Standard Diesel/furnace oil 
rial liquid fuels tax. 
are ex Hawaiian gross income 
resellers, 2.5% to consumers. 


Notes: 


Gasoline—For other del 
(Regular) and Chevron Aviation 80/87, 
400-gals.-and-over price 1.0¢ for 40-199 
0.5¢ for 200-399 gals., except for deliveries to 
ri in Alaska (excluding Chevron 


to Marine trade and less 

Shoreside ide trade. Prices for 

Chevron Aviation 80/87 at Salt Lake bp ap- 
ly ie quantities in excess of 40 gals. 


A m 80/87 ity FS 
2.be for 91/98, 5.0 for 100/130 and 8.0¢ for 
Kerosine—T.T. prices, except at Salt Lake 
City, apply to deliveries of 400 gals. & over. 
For other deliveries: than 40 on, ep = 
8c; 200-399 gals. add 1c; 40-199 gals., add 
tank car/truck trailer ; deduct 1.6c. Salt Lake 
City posted tank truck price Py = minimum 
40 gal. deliveries. 
Standard Diesel/Furnace Oil & Standard 
Stove Oil—T.T. prices are for deliveries of 400 
. OF more. other deliveries: 40-199 
gals., add ic; a ae gals., add 0.5¢; less 
than 40 gals., 5e. 
*Standard No. 7. Burner Oil. 


Humble 
Humble Gasoline Gaso- Kerosine 
Oil Regular line Tank Re- 
T.W. Retail TaxesWagon tail 
17.5 
17.5 
3 17.6 
17.5 


T.W. prices are to all classes of dealers and 
consumers. 


Inspection fees per. 
unless otherwise speci 
1/40c on gasoline; oe 
2/25¢e; Kans. Pe ae La. 43453 Minn. $/200¢; Mo. 1/25¢ 
1/tbe: Tema. S/S; Vek Wis ¥ 3/1006. 

1 enn. an ise. 
Kerosine inspection fees only: Ala. 1/2c; Iowa 1/50c; Mich. 1/Sc. 


ag ny | ee gasoline and kerosine prices. 


are as 
a 20e; Fla. 1/8c; Ill. 3/100c; Ind. 
Neb. 2/3000: 
Okla. '2/28e; S. G 1 D 


Esso Esso Gasoline 
Standard Copier Grade) x 

ne ero- 
nee Dir. sine 
T. T.W. Taxes T.W. 
13. 


men 9 City, N. J.. 
ewark 138. 


Bwha-sceonneunawon: > wo 


WARWACOCHIARENOGCOHRNOMNIIAOCHROONHDDWSRS 
Hew wee: |: 


oa . 
euavavounsanecvanonassenoonnnuane @ 
BOOOOGOOOO OOOO OOO OW ~9-3 3-10.00 WO ~IDOONH 
moccoooocoooooSooooSo OOO OOo SOOO SOSOSOS 


Little Rock, Ark. . 
Naphthas y w. & Steel Bbls. 
in Spirits V.M.&P. 


FUEL os—T. Ww. 


No.1 No.2 No.4 No.6 
Atlantic City, N. J... 13.9 12.9 

13.8 12.8 $3.744 $2.836 
13.1 8.79 2.85 
13.5 4.05 — 
13.2 . 
13.8 
13.9 
13.6 
14.7 
13.6 
13.9 
 ? ero 
SOUND ccce 


burg 
T Louisiana kerosine a do not in- 
—_ ‘te state tax. 

: ne No. 1—Atlantic City prices are 
or casein of 300 gals. or more; add le for 
100-299 gals. 2c for than 100 gals. 

No. 6—Washington price is for min. delivery 
of 1,050 gals.; for min. delivery of 2,500 gals. 
price is $2.83 per bbi. 

t Price withdrawn Nov. 25. 


Imperial 


x P 
; 


a 
ir 
PH 


St. John’s Nfid. . . 
Halifax, N.S... .. 
St. John, N. B.... 
Charlottetown 
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Taxes: Gasoline tenes are provincial taxes. 
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“57,000 Investors 
in Democracy” 


HENRY FORD Il 


President, Ford Motor Company 


“In the most practical way possible—the regular purchase of U.S. Savings 
Bonds—millions of Americans are demonstrating complete confidence in our 
form of government. Investors in democracy, they are freely staking their 
personal security on a fundamental faith in the future of our nation, I am 
proud that today more than 57,000 Ford Motor Company employees are par- 
ticipating in the Payroll Savings Plan. Last year they bought bonds worth 
$25,000,000 at face value, and this year the total of their purchases will be 
even greater. Through their thrift they are helping to keep America strong.” 


Few investment groups are as important to America as 
the members of the Ford Payroll Savings Plan. They 
are important in size—57,000 men and women... 
important in buying power—they actually purchase 
$25,000,000 in Savings Bonds every year... and very 
important to our economic stability—“through their 
thrift they are helping to keep America strong.” 


“Oh,” someone may say, “Ford is a big company and 
they do things in a big way. It’s easy for Ford to get 
thousands of people to sign up for the Payroll Savings 
Plan.” 

It was relatively easy for Ford, and it is easy for 
any company, large or small, to build a good Payroll 
Savings Plan if—(1) The head of the company recog- 
nizes the importance of the Payroll Savings Plan to 
the employees, the company, and the country; (2) /f 


he will show the same degree of personal interest that 
Mr. Ford takes in the Ford Payroll Savings Plan. 


If you would like to match Mr. Ford’s Payroll Sav- 
ings record —percentage-wise, of course —all you have 
to do is to see to it that a Payroll Savings Application 
Blank is placed in the hands of every man and woman 
in your company. It will help, of course, if you remind 
them, over your signature, that the Payroll Savings 
Plan is a safe and sure road to personal security. 


The Savings Bond Division, U.S. Treasury Depart- 
ment, Washington, D. C., is ready to provide all the 
help you need in the way of Application Blanks, liter- 
ature, and a complete outline of a simple, person-to- 
person canvass that will put an application blank in 
the hands of every one of your employees. Your em- 
ployees will do the rest. 


The United States Government does not pay for this advertising. The Treasury Department 
thanks, for their patriotic donation, the Advertising Council and 


NATIONAL PETROLEUM NEWS 
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PRICES in effect December 21—Tank Wagon—Cont. 


Secony Vacuum 


Mobil Aircraft 
Grade Grade Grade Mobilgas (Regular Grade) | 


Fe 
o< 


Gasoline 80 91 100 Cons. Dir. Cons. Dir. Mobil Kerosine 
Taxes T.W. T.W. T.W. T.C. T.C. T.W. T.W. T.C. Yard T.W. T.C. 





PH 


Hew Ss City: 


Aagane 
sesees <4 


a 
a 





Hartford. on 
New Haven. 
Bangor, Me. 
Portland. .. 


{eo ° .- © 
+ CWORS: Dawa HROwa: a: - 
1 ao ArnowHennan: 


a 


14. \ : ae. 

15. J 4 ’ 12.5 

: dane Oe 

“Buffalo Cc vaebones 
18.0 0.5 


Burlington, Vt. 
Rutland 


SooecoeoooooeSeoSOooSoSoSSoOSSSS 
coe NO mMOMDONWR: BHR Ome ea: 


_- 
: poo 
1 mee: 


11.6 
12.0 
H 


ie] 


Providence 
19.5 
By $ 19 6 Fo 5 20 5 21.5 
Taxes: tn prices are ex 3% city eales tax, Syracuse prices ex 2% city sales tax, applicable to price of gasoline (ex tax). 
Discounts: Mobil Kerosine—New York City (all boroughs) and Mt. Vernon, tank — less 0.5c for deliveries of 300 gals. or more. 
Mobilfuel Diesel—All points, tank wagon less 0.5c for deliveries of 800 gals. or mo 


Mobilheat—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ y deliveries of 300 gal. or more. 
Notes: Jamestown T.C. prices are delivered prices, all other T.C. prices are FOB bulk terminals. 


Ohio Standard 


Sohio X-Tane Gasoline 
Aviation Gas.-Cons. T.W. (Regular Grade) Naphtha & Solvents—Cons,. T.W. 
Sehio Sohio Sohio Con- Re- S.R. DBC. V. &P. Sohio 
sumer Sol- Sol- Kerosine No.l 
S.S. vent vent T.W. Sohio- 


18.9 


© 
8 
J 


coo 


cooocoooosoooco 


ccoooooosescec5[: 


Zanesville : . . 
"aan Beew qqewtens can purchase aviation gasoline less te per gal. State Road Tax by eupporting purchase with State Tax Exemption Form 
a supplier 
its: Sohio ey: contract to hangar operators and resellers, 2c off consumer t.w. 
Notes: be ee Nos. 1 and 2 Fuels—Prices m9 for 100 gals. or more, 50 to 99 gals. add le per gal., gals. add 2c 
Naphthas & & Solvente—T.W. and drum prices are for deliveries of 500 gals. or more. For other whens 150-409" es. ola 2c; less than 1650 


SESBEEESEEEES F 
ecoooocoooooooso 


0 

0 20. 
0 20.9 
0 20. 
0 20. 
0 20 
0 20 
0 20. 
0 20. 
0 20 
0 17 
0 20 
0 20. 


wewvoowve: 
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cocoooosoo 


own (third grade) gasoline prices are same as X-Tane unless otherwise noted. S.S. prices are at company-operated stations. 


indiana Standard 


Tank wagon listed below were obtained by NPN correspondents who visited Standard 
of Indiana bulk plants where the company’s prices are publicly posted. 
Crown St lex Furnace Oi}——-—————_ 
. Grade) Gaso- Kero- 100 100- 100- 175- 350 850 Kentucky 
. Dir. line sine 1-99 gals. 175 349 849 . gals. Standard 
Re Taxes ie gals. &over gals. gals. gals. over &over 





o 
oo 
2 
ao ae 
. en 
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i2_8* Covington, Ky... . 
> we Lexington 
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Fire-Chief Gasoline 
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tax includes these city 2 
county taxes: Mcttie 2c ee Birmingham, 
county; Mon , le city & le mer 

le city. bow taxes not included in 


— Geor: le; Mon 

ine, le; Mississippi, ne 0. 

Notes: 

ont also to all Consumer t.w. prices are same as net dealer 
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CLASSIFIED 


DISPLAYED: $30 ne set in special type or with border— “Positions Wanted”-—15 cents a word. Minimum charge $3 per 
$13. column inch. Box number counts 2 words. eas ree 
UNDISPLAYED: cae! Sale”, “Wanted ", “Help Wanted” two weeks preceding date of issue. 
“Business ities”, x ellaneous classifica- 


this size without border—30 cents a word. Minimum 


tions set in type 
pal $7.50 per insertion. 


All classified advertisements are payable in advance. 
No agency commission or cash di 


ts on classified advertisements 








Wanted to Buy 


COMPOUNDING PLANT on railroad siding. 

rn or midwestern location. Would con- 

a stock interest in corporation. 
x . 


Position Open 


WANTED: Experienced man to manage whole- 
sale petroleum marketing department; thirty 
_ annual gallonage. Salary open. Box 


WANTED: EXPERIENCED SERVICE STA- 
TION SUPERVISOR for independent oil com- 
pany in Florida. Must be free to travel. State 
salary expected and give references in first 
letter. Write Box 850. 


HELP WANTED: EXPERIENCED ENGI- 
NEER-SALESMAN to take charge of Oil 
Sy Department of well established firm in 
the South. Should have experience in steam 
and industrial sales and installation super- 
vision. Write qualifications and salary re 
quirements to Box 845 


For Scale 


For Sale 


TRANSPORT TRUCKS—low mileage 1950- 
1951 56,000 and 6,000 Fruehauf tandem axle 
trailers and 1951 White tractors. Bought new 
and kept in excellent condition. Lemont Truck 
Equipment Co., 6618 West Windsor Ave., Ber- 
wyn, Illinois. ‘Chicago Phone: Bishop 2-1555. 


FOR SALE: 5000 GALLON, 3 COMPART- 
MENT, Fruehauf and Frazier trailers, com- 
pletely reconditioned and painted. Also new 
6300 gallon Standard Steel Casing head trail- 
ers available. Write or phone Harmon Tank 
& Welding, P.O. Box 1512, Lubbock, Texas. 
Phone 2-6521. 


1200 Gallons 5-compartment streamlined truck 
tank; double bulkheads; emergency valves; 
Hannay electric hosereel; 125 Ft. 1 in. hose; 
2 in. Brodie meter with ticket printer ; special- 
ty cabinets; underslung cabinets; lights in 
conduit; mounted on 1947 Model 20 White; 
air brakes; almost new 9.00/20 tires; chassis 
equipped with 2 in. Granco pump; unit ready 
Mg operate; price $3,000.00. L. J. O'Neill, 13 

Benson _ Cincinnati 15, Ohic. Phone 
Poplar 548 





ACTIVE 
Heating & Fuel oil Business 
Established since 1936 
Includes Land & Building 
Located in Central New York 
Serving 350 Fuel Accounts 
Box 847 








An advertisement in NPN’s Classified 
Section will bring you quick, effective 
results at low cost. 


NATIONAL PETROLEUM NEWS 
330 W. 42nd St., New York 36, N. Y. 


WRITE TODAY 








For Sale 


WE HAVE AVAILABLE 3500 gallon mee 
Heil semi tank trailer, single axle with 

box in rear, air brakes, 24%” Brodie aay 
meter, side racks for package goods, tires 10:- 
00x20 good, 5 compartments, new paint job 
—Shell color, price $1250 at Beloit, Wiscon- 
sin. Goodall Oil Co. 


FOR SALE: 38 YEAR WELL ESTABLISHED 
DISTRIBUTORSHIP. Entire large county ter- 
ritory South Eastern Penna. National & In- 
ternational petroleum products, major, also 
rubber & TBA line. Large volume. Controlled 
dealers and well located owned service stations. 
Wonderful opportunity. Owner retiring. Box 
848. 





STEEL STORAGE TANKS 


Railroad Tank Car Tanks 
6,500 to 12,000-Gal. Cap. 
Coiled and Non-Coiled 
Cleaned—Painted—Tested 
Heavier—Safer—Cheaper 
Other Tanks Too 
Also—Complete Tank Cars 
8,000 and 10,000 Gal. Cap. 
Your Inquiries Solicited 
Marshall Railway Equipment Corp. 


50 Church St., New York 7, N. ¥ 
Phone: COrtiendt 7-8090 

















ADVERTISERS’ INDEX 





American Flange & Mfg. Co. 4 
Armstrong Norwalk Rubber Corp. 39 
Armstrong Rubber Co. 23 
Avondale Marine Ways, Inc. . 

Facing Pg 24 
Big Four Industries, Inc. 
Betts Machine Co. 


Calwis Co. 
Canfield Oil Co. 
Continental Oil Co. 


Deep Rock Oil Corp. 


Electric Auto-Lite Co. 28-29 
Enjay Co., Inc. 1 
Erie Meter Systems, Inc. .._ 2nd Cover 
Ethyl Corp. Facing 2nd Cover 
Ever-tite Coupling Co. 20 


6 


General American ee tegrce 
Corp. . 


Geuder, Paeschke & hie Co. 22 


Globe Union, Inc. 
Gulf Oil Corp. 


Hannay & Son, Clifford B. 
Hartol Petroleum Corp. 


Kelly-Springfield Tire Co. 
Mohawk Rubber Co. 


National Petroleum News 
New England Petroleum Corp. 


Oil Equipment Mfg. Co. 


Paragon Oil Co. 
Patent Chemicals, Inc. 


Pennsylvania Grade Crude Oil 
Association 


Philadelphia Valve Co. 

Pratt Poster Co. . 
Prest-O-Lite Battery Co., Inc 
Purolator Products, Inc. 


Refiners Marketing Co. 
Republic Oil Refining Co. .. 
Rockwell Mfg. Co. 
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Schrader’s Son, A. 8 
Scully Signal Co. 61 
Smith Corp., A. O. 3rd Cover 
Southwest Grease & Oil Co. 31 
Sun Oil Ce. 4th Cover 


Themoid Co. , 38 
Tung-Sol Electric Co. 


United Refining Co. 
United States Rubber Co. 


Wix Corp. 





New NPN Address 


NATIONAL PETROLEUM NEws 
has moved its publishing head- 
quarters from Cleveland to New 
York City. Readers should di- 
rect all correspondence now to 
the new NPN address: 


330 West 42nd Street 
New York 36, N. Y. 


The new NPN telephone num- 
ber is Longacre 4-3000. 

















ABOUT OIL PEOPLE 








DIRECTORS of the North Carolina Oil Jobbers Assn., in- 
cluding new directors elected at the group’s recent annual 
business meeting are: (seated, left to right) Don Ward. Raleigh; 
S. D. Wooten, retiring president, Goldsboro; S. D. Bryan, vice 
president, Raleigh; F. C. Roberts, president, Gastonia; G. E. 
Maultsby, treasurer, Jacksonville; W. A. Parker, executive sec- 
retary, Raleigh; J. C. Little, Jr., association counsel, Raleigh; 





BOARD MEMBERS shown between sessions at the Omaha convention of the 
Nebraska Petroleum Marketers Assn., are (left to right): Carl Mueller of Columbus; 
L. M. Shultz of Rogers; Clayton Peterson of St. Paul; Hugh B. Hill of Superior; and 
Ralph Swanson of Omaha 


W. Harrison Brewer will join the 
Husky Oil Co. in January as manager 
of public relations. 

Mr. Brewer will handle public rela- 
tions and a program of stockholder 
relations. He is presently the manager 
of the Chamber of Commerce for 
Casper, Wyo. 


* 

Leslie H. True, president of Mag- 
nolia Pipe Line Co., has been elected 
chairman of the Committee for Pipe 
Line Companies, a voluntary organiza- 
tion of interstate pipe line carriers 
representing more than 98% of the 
companies in the industry. Mr. True 
succeeds Joseph L. Seger, president of 
the Interstate Oil Pipe Line Co. of 
Shreveport. 

Named vice chairman at the same 
election was E. F. Morrill of Long- 
view, Tex., president of the Mid-Valley 
Pipe Line Co. Other officers elected 
were Paul J. Bond of the Pure Trans- 
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portation Co., Chicago, Ill., treasurer; 
Fayette B. Dow of Washington, D. C., 
general counsel; and Gordon C. Locke, 
also of Washington, executive secretary 
and associate counsel. 


as 

Claude W. Schaefer, General Auto- 
matic Products Corp., has been elected 
president of the Oil Heat Assn. of 
Maryland. Other officers elected at 
the same time were: E. N. Gorman, 
Cumberland Co., vice president; J. 
Hollis B. Albert, Operators Heat, sec- 
retary; Fred W. Gross, Fred Gross & 
Sons, treasurer. 


- 

Charles M. Wilmarth has been ap- 
pointed to supervise public relations, 
publicity, and advertising for the North 
California division of General Petro- 
leum Corp. A member of the Strom- 
berger, LaVene, McKenzie agency, 
Mr. Wilmarth started his new assign- 
ment in San Francisco on Dec. 15. 


(standing, left to right) H. S. Kimrey, Clinton; R. E. Bryan, 
Goldsboro; Roby E. Taylor, Winston-Salem; O. F. Dumas, 
Goldsboro; J. Parks Gwaltney, Durham; T. Ed Brown, Wilson; 
C. M. Barringer, Newton; James K. Glenn, Winston-Salem; 
John Norwood, Raleigh; Frank H. Kenan, Durham; G. Allen 
Ives, New Bern. One newly-elected director not shown is 
T. W. McCracken, of Henderson 


William H. 
Ganley, Falley 
Petroleum Co., 
was elected presi- 
dent of the Chi- 
cago Oil Men's 
Club for 1954 at 
the group’s elec- 
tion on Dec. 3. 

Other officers 
chosen were: Roy 
J. Thompson, W. H. Ganley 
Apex Motor Fuel Co., first vice presi- 
dent; Ray C. Duffett, The Globe Oil 
& Refining Co., second vice president; 
Bernard G. Ziv, Shell Oil Co., treas- 
urer; Walter F. Vogt, Standard Oil Co. 
(Ind.), secretary. 

New directors are: Gerald F. Tripp, 
Gustafson Oil Co., retiring 1953 pres- 
ident; Charles K. Haddon, Harry P. 
Dunn Co.; P. Roger Girard, P. R. 
Girard Co.; and O. R. Waller, Petro- 
leum Marketer. 

Now in its 30th year, the Chicago 
club has more than 600 members. 





Dr. James S. Cross has been ap- 
pointed manager of the statistical re- 
search department of Sun Oil Co. 
Formerly assistant professor of mar- 
keting at Massachusetts Institute of 
Technology, Dr. Cross has conducted 
a number of studies in petroleum 
economics. His latest, Vertical Inte- 
gration in the Petroleum Industry, ap- 
peared in the Harvard Business Re- 
view. 


a 
Luella Ulrich has been elected first 


president of the new Seattle chapter 
of the Desk and Derrick Club. 
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Advertisement 


This Week 
Continental Oil Company 
Salutes a Kentucky Jobber Family 


Back in 1925 G. D. Givens of Henderson, Kentucky, 
took a thoughtful look at his two young, ambitious, 
hard-working sons and came to an impressive decision. 
He decided that he and his boys would build one of the 
biggest and most successful oil jobberships in Kentucky. 
Does that sound like a tall order? Well “G. D.” was that 
kind of man! 


The sons, G. D. Givens, Jr., and Robert E. Givens, 
brought that dream to fulfillment during their father’s 
lifetime. Today, the lively and thriving Home Oil and 
Gas Company is a monument to the memory of the man 
who believed in himself—and in his sons. 


The three Givens had started in the oil business in 1923. 
Mr. Givens was field representative and his sons were 
agents for an oil company in Henderson. Together with 
U. H. Pargny, they organized the Home Oil and Gas 
Company two years later. Recognizing the advantages 
of dealing in known brands, the company was soon mar- 
keting established products. The years that followed 
were years of steady, continued growth. 


Conoco entered the picture in 1948. And here’s a trib- 
ute to the great salesmanship and the loyal following 
of the Givens (as well as a tribute to Conoco products). 
From among the hundreds of customers the Givens had 
developed, not a single one was lost in the change to 
Conoco. In fact, several new accounts were promptly 
gained under the Conoco brand! 


Today, Home Oil and Gas Company operates in eight- 
een counties of Western Kentucky. They now have 
seven bulk plants, twenty company-owned service sta- 
tions, over 100 dealer accounts and more than 700 farm 
customers. These active customers, as well as potential 
accounts, are all part of the tremendous audience to 
whom Conoco directs millions of dollars’ worth of adver- 
tising year after year. The advertising appears consist- 
ently in national magazines, newspapers, farm papers, 
on outdoor billboards, radio and television. The Givens 
brothers value this advertising as a supporting aid to 
their selling efforts. 


When it comes to merchandising support, this wide- 
awake Kentucky company makes particularly good use 
of Conoco’s famous Touraide. This personalized travel 
service, available only through Conoco dealers, is tailor- 
made to fit each motorist’s individual travel require- 
ments. It’s free—both for dealers and consumers! 


In addition to the Home Oil and Gas Company, the 
Givens run the Home Oil Terminal Company, organized 
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Home Oil and Gas 
Company 
Henderson, Kentucky 


G. D. Givens, Jr. 


Robert E. Givens 


in 1938 to receive shipments by means of river barges. It 
has grown tremendously and now operates a fleet of 
tractor and trailer units for the delivery of petroleum 
products to the Home Oil and Gas Company. Notwith- 
standing the demands on their time, the Givens are both 
unselfish participants in many community services. They 
win community respect, too, for their continuous integ- 
rity in business. Their philosophy of salesmanship is a 
simple one—hard work, prompt Courteous service and 
an honest-to-goodness belief in the performance and 
quality of the products they sell! 


Continental Oil Company takes pride in saluting G. D. 
Givens, Jr., and Robert E. Givens—two top-notch Ken- 
tucky oil men who have made success a family tradition. 
Such independent oil jobbers play a vital part in making 
the petroleum industry one of the great basic strengths 
of the American economy. 


And we’d like more jobbers like them! For information 
about a profitable jobbing contract, contact the Conti- 
nental Oil Company office nearest you or our General 
Office, Ponca City, Oklahoma. If you are within reach 
of Continental’s gasoline supply, we should be happy 
to give you information on how you can increase your 
profits by selling spectacular Conoco Super Gasoline 
with TCP*. And you can make greater profits by selling 
famous Conoco Super Motor Oil in any of the 48 states. 


*Trademark owned and patent applied for by Shell Oil Company 
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CRIPPLED TOT is one of 350 ill, handi- 
capped or unfortunate children who were 
entertained by the Miami Area Oil In- 
dustry Information Committee during the 
1953 Oil Progress Week. Shown with the 
child is C. R. McMurray of Standard Oil 
of Kentucky, Miami. The six childrens’ 
parties given by this OIIC group were 
one of its most well-received activities 
and brought many approving comments. 
Observers say these parties were particu- 
larly effective in identifying the oil in- 
dustry as a force for community good in 
Miami, rather than just a business group. 


kK... - “i” 
Morgan, former- 
ly manager of 
Texaco’s Dallas 
marketing di vi- 
sion, has taken 
over as assistant 
manager of the 
Pacific Coast 
sales territory, 
with headquar- 
ters in Los An- 

I. G. Morgan geles. He will as- 
sist Drewery Beaton, territory man- 
ager. Mr. Morgan succeeds H. E. 
“Herb” Paul, who was named Seattle 
division manager. 

A native of Texas, Mr. Morgan 
attended Baylor College, taught school 
several years, then joined Texaco in 
1931. Within a year he had become a 
service station supervisor. In 1935, he 
was named bulk station agent at 
Houston. He was appointed assistant 
division manager at Dallas in 1942. 
Three years later, he was made assist- 
ant manager of the Atlanta division; 
and in 1947, Dallas. 


Roland J. Choiniere has been made 
sales manager in charge of barge and 
transport sales of heating oils for Fair- 
lawn Oil Co., Pawtucket, R.I. He has 
been with the company for seven years, 
and was formerly associated with 
Ather Oil Co., also in Pawtucket. 
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R. D. Robinson 
of the Ohio Oil 
Co. has been elect- 
ed executive state 
vice chairman for 
the Oil Industry 
InformationCom- 
mittee in Ohio. 
Mr. Robinson has 
been with Ohio 
Oil since 1931, 
and is now assist- 
ant district man- 
ager (sales) for that company. He is a 
charter member of the Maumee Valley 
Petroleum Club and has been active 
in the industry’s public relations pro- 
gram since its beginning. 

@ 

L. R. Kamperman has been named 
chairman of the Great Lakes District 
Oil Industry Information Committee 
effective Jan. 1. He is vice president 
and general manager of Leonard Re- 
fineries, Inc., at Alma, Mich. 

He will succeed Frank V. Martinek, 
assistant vice president, Standard Oil 
of Indiana, Chicago, who has served 
a two-year tour of duty as the volun- 
teer head of the industry’s public rela- 
tions program in Illinois, Indiana, 
Michigan and Wisconsin. 

Mr. Kamperman is a member of the 
general marketing committee of the 
American Petroleum Institute, the 
Michigan Gas Tax Evasion Commit- 
tee, and the Board of Governors of 
the Michigan Trucking Assn. 

° 


R. D. Robinson 


Calvin Hough- 
land, president of 
Direct Oil Com- 
panies of Nash- 
ville, Tenn., has 
been elected dis- 
trict chairman of 
the Oil Industry 
InformationCom- 
mittee for Ken- 
tucky, Ohio and 
Tennessee. He will 
begin his two-year 
term Jan. 1. 

Mr. Houghland opened his first sta- 
tion in Lebanon, Tenn., 17 years ago. 
From this small beginning his Direct 
Oil Co. has grown into a marketing 
and transportation organization that 
now Operates in six states. 

He has long been active in oil in- 
dustry affairs and served as chairman 
of the Tennessee OLIC from 1950 to 
1952. He is a member of the American 
Petroleum Institute, is on the execu- 
tive board of the Tennessee Petroleum 
Industries Committee, and is a past di- 
rector and officer of both the Florida 
and the Tennessee Oil Men’s Associa- 
tion. 


Calvin Houghland 


COMING MEETINGS 


JANUARY—1954 


Kentucky Petroleum Marketers Assn., Brown 
Hotel, Louisville, Ky., Jan. 6-7. 

Socy. of Automotive Engineers, Sheraton- 
Cadillac and Statler Hotels, Detroit, Mich., 
Jan. 11-15. 

Northwest Petroleum Assn., St. Paul Hotel, 
St. Paul, Minn., Jan 14-15. 

Kansas Oil Men’s Assn., 39th annual Con- 
vention, Lassen Hotel, Wichita, Kansas. 
Jan. 19-20. 


FEBRUARY 


Florida Petroleum Marketers Assn., 
meeting, Hotel George Washington, 
Jacksonville, Fla., Feb. 5. 

Missouri Petroleum Asen., 
Louis, Feb. 8-10. 

Western Petroleum Refiners Assn. regional 
meeting, Hotel Beaumont, Beaumont, Tex., 
Feb. 11-12. 

American Petroleum Institute, Lubrication 
Committee, Sheraton-Cadillac Hotel, Detroit, 
Feb. 15-17. 

Iowa Independent Oil Jobb Assn., annual 
convention, Fort Des Moines Hotel, Des 
Moines, Iowa, Feb. 17-18. 

National Tank Truck Carriers, Palmer House, 
Chicago, Ill., Feb. 22-24. 

Packaging Institute (petroleum packaging com- 
mittee), Houston, Texas, Feb. 23-24. 


Wisconsin Petroleum Assn., Hotel Schroeder, 
Milwaukee, Wis., Feb. 24-25. 


annual 


Chase Hotel, St. 





MARCH 


American Socy. for Testing Materials, spring 
meeting, Shoreham Hotel, Washington, D.C., 
Mar. 1-5. 

Secy. of Automotive Engineers (national pas- 
senger car, body and materials meeting), 
Statler Hotel, Detroit, Mich., Mar. 2-4. 

Texas Oil Jobbers Assn., annual convention, 

Baker Hotel, Dallas, Tex., Mar. 8-10. 

Ohio Petroleum Marketers Assn., annual con- 
vention and marketing exposition, Deshler- 
Hilton Hotei, Columbus, Ohio, March 16-18. 

North Texas Oil & Gas Assn., annual meeting, 
Kemp Hotel, Wichita Falls, Tex., Mar. 27. 

Western Petroleum Refiners Assn., annual 
meeting, Plaza Hotel, San Antonio, Tex., 
March 29-31. 


APRIL 


American Society of Lubricaiion Engineers, 
+ aeemeetinateiameane Cincinnati, Ohio, April 


National Petroleum Assn., 5ist semi-annual 
meeting, Hotel Cleveland, Cleveland, Ohio, 
April 14-16. 

Fuel Oil Distributors Assn. of New Jersey, an- 
nual convention, Berkeley-Carteret Hotel, 
Asbury Park, N. J., Apr. 28-30. 


MAY 


American Petroleum Institute, Lubrication 
Cesnastiten, Skytop Lodge, Skytop, Pa., May 
3- 

American Petroleum Institute, Safety & Fire 
Protection Committee, midyear meeting, 
Chase-Park Plaza, St. Louis, May 3-7. 

Empire State Petroleum Assn., Hotel Roose- 
velt, New York, May 9-11. 

American Petroleum Institute, Division of 
Transportation products pipe line confer- 
o Warwick Hotel, Philadelphia, May 

American Petroleum Institute, Division of Re- 
fining, midyear meeting, Rice Hotel, Hous- 
ton, May 10-13. 

Indiana Independent Petroleum Assn., French 
Lick Hotel, French Lick, Ind. May 12-13. 
Assn. of American Battery Manufacturers, 
White Sulphur Springs, W. Va., May 13-15. 
Oil_ Heat Institute of America, Ben Franklin 

Hotel, Philadelphia, May 17. 

American Petroleum Institute, Division of 
Marketing, midyear meeting, Senge 
Hotel, Denver, Colo., May 17-19 

North Carolina Oil Jobbers Assn., spring con- 
vention cruise on board the Queen of Ber- 
muda. sailing from Norfolk for Bermuda, 
May 23-28. 
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SMITHway PUMPS CAN TAKE IT! 


SMITHway Pumps are weather-wise, 
inside and out. The exclusive self- 
purging PM-2 Meter passes water 
and sediment through bottom outlet 
port...no chance to collect and freeze. 
Superior design eliminates vapor lock. 


Factories: 5715 SMiTHway St., Los Angeles 22, Californie 
P. O. Box 500, Succasunna, N. J 
Get Bulletin No. 162 from nearest representative or write A. O. Smith Offices: Atlanta, Chicago 7, Houston 20, Los Angeles 22, 


New York 17 * Canada: Toronte 12, Vancouver |! 
Corporation, Meter Division, 5715 SMITHway St., Los Angeles 22, Calif. International Division — Milwaukee 1, Wis. 











You can sell top quality 


when you buy 
winter oils from Sun 


Sun can supply you with base blending stocks 
for compounding your winter lubricants to 
meet all A.P.I. classifications. 


For marketers who do not have blending 
equipment, we can supply a complete line of 
winter gear lubricants and motor oils—SAE 
5W-20 through SAE 50. 


Available only in drums and bulk 


For more information, call or write the whole- 
sale manager of the Sun office in any of the 
following cities: BOSTON * NEW YORK 
PHILADELPHIA ¢ PITTSBURGH * DETROIT 
CLEVELAND ¢ CHICAGO « JACKSONVILLE 
DALLAS ¢ TORONTO 


SUN OIL COMPANY «© PHILADELPHIA 3, PA. 
In Canada: Sun Oil Company Ltd., Toronto and Montreal 











